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MAJOR APPLIANCE SALES IN 
UNITS FOR 10-YEAR PERIOD 


Here is the composite picture of the sale 
of major electrical appliances in units 

refrigerators, washers, ironers, cleaners, 
oil burners and radio sets — for the ten- 
year period from 1926 through 1935. Note 
that the depression in the appliance busi- 
ness ended in 1933 and that 1935 figures 
are greater than even the boom year 


of 1929. 























LD MERIAL SURVEYS: | Pua 


1927 1928 1929 1930 1931 1932 1933 1934 1935 1936 


ANUARY 


1936, Statistical and Sales Planwing Issue 
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Write for Dealer Plan 


APEX ROTAREX CORPORATION 
CLEVELAND, OHIO 
Subsidiary of The Apex Electrical Manufacturing Co. 


EX ROTAREX MANUFACTURING COMPANY, Oakland, Calif 
ROGERS MAJESTIC CORPORATION, itd., Toronto 


Extreme Right: Set of three 
handsome" Keep-Kold” dishes 
with water jug to match. 


Middle: Food Finder for com- 
pact and convenient storage 
of foods most frequently used. 


Immediate Right:V egetable and 
Bottle Storage Bin provides 
large extra storage space. 


HOUSEWIVES Buy FEATURES .... 


Count the numerous APEX features and picture for yourself 
the wonderful sales presentation which is built around them. 
Compare APEX with others—we want you to! Every APEX 
feature is practical, usable, and appreciated by the housewife. 


NORMATIC COLD SELLS REFRIGERATORS 


Normatic Cold creates enthusiastic owners who tell their 
neighbors and friends about APEX carefree operation. There is 
nothing to remember, and nothing to forget. Fast freezing and 
defrosting both return automatically to normal operation. 


AND 39 GREAT SALES FEATURES 


around which to build your story 


@ In the New Apex there is a place for every- 
thing—a Food Finder with Egg Rack, Butter 
and Lard Compartment, Fresh Vegetable Pan 
- and three covered Glass Dishes for left-overs. 
A large double deck Fruit Basket which con- 
veniently slides forward. A Handy Rearranging 
Shelf pulls out for use. Shelf-X shelves support 
the smallest dishes without tipping. Plenty of 
room for tall bottles. Ribbed glass defrostin, 
tray. Flood-lighted interior. No stooping to 
take food from bottom shelf. A vegetable gnd 
bottle bin provides extra storage room. T tis 
convenient and economical arrangement of . 1¢€ 
New Apex will appeal to every prospective buy + 
because Apex design saves time and steps anv 
actually gives the New Apex more storage space. 


These features plus many others of equal importance 
will win added profits for Apex Dealers during 1936. 
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HIS issue presents a statistical 

picture of the electrical appli- 

ance business for ten years. 
And these figures show what a whale 
of a business it is. All types of appli- 
ance show volume increases over last 
year, and last year was a record break- 
er. Refrigerators gain 22 per cent; 
electric washers 7.9 per cent; gas en- 
gine washers 51.8 per cent; ironers 
21.1 per cent; heating and small motor 
driven appliances 17.6 per cent; 
ranges 74.8 per cent and other in- 
creases all down the line. Prices have 
shown little change. A few dollars 
lower or higher in the major lines re- 
Hect the popularity of certain models 
rather than a modification in price for 
the lines as a whole. But this stability 
is encouraging because prices must 
stabilize before then can improve. At 


JANUARY 





efficient fixtures. The depression cut 
badly into the market for fixtures. 
Dealers who had done a flourishing 
business in this profitable line allowed 
their fixture departments to go to séed 
or die altogether. But the demand for 
this merchandise is even now such that 
it should not be overlooked by any 
dealer interested in black ink. The 
building revival creates the need for 
fixtures, the Better-Sight promotion 
has created a widespread consciousness 
of the need for more and better light. 

Before 1937 comes in many acres of 
now blank ceiling in electric shops will 
be covered with fixture displays. 


v 


ETTER terms and more avail- 





thing. Congressmen are that way. But 
even if FHA lapses, financing condi- 
tions will be better. Everywhere it is 
recognized that only by making credit 
available to the dealer can the dealer’s 
ability to sell goods be fully utilized. 
Financial institutions have been learn- 
ing that appliance installment paper is 
good. With or without FHA insur- 
ance the dealer will find his finance 
problems easier in 1936. 
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HE utilities have done a remark- 
able merchandising job in 1935. 
They have sold great quantities of 
merchandise and at the same time have 
steadily increased the market for all the 
appliance trade. In some territories the 


ry- least the fear of price reductions is sub- able accomodation on installment utilities confine their efforts to general 
rer stantially removed. Plans can therefore paper had a marked affect on 1935 promotion and special forms of dealer 
an be made with confidence. appliance business. FHA financing was Cooperation. It is found generally, 
os most spectacular but there were many however, .that the greatest results in 
6 ’ other financing plans effectively at volume for dealers as well as the com- 
n- work. Without a great deal of pub- pany, have been achieved where the 
ng ; - licity a number of utility com- utilities are actively selling merchan- 
net HE revival of home building con- panies have provided financing for dise. For the coming year they will con- 
fidently forecast will have its fav- their dealers on all or part of the lines tinue to be vital factors in pioneering 
of orable effect on the entire electrical in- handled. Finance companies have de- and promotion, important outlets for 
n dustry. This new and broad market veloped some new and helpful methods volume of high grade merchandise, and 
~ offers especial opportunity to the appli- of handling dealer paper. The FHA contributors to the prosperity of 
to ance merchant. Electric kitchens, home has included washers, ironers and the trade through their cooperative 
nd laundries, automatic heating, air con- cleaners in its list and during 1936 policies. 
tis ditioning in a complete -or partially will extend its financing beyond the 
complete form can be written into the present area of operation. 
le plans of all the better class homes. And Whether the FHA insurance of 
yr practically all the homes to be built loans will be extended beyond April 1, 
ns’ must be wired and equipped for proper 1936 is a question that Congress will 
lighting. The lighting fixture business have to settle. If enough members of 
ice. is coming back with ever accelerating the trades benefitted by the FHA will 
_— r speed as the housing program gets write their congressmen on the subject, EDITOR 
036 = under way. New homes and modern- the Act will most probably be extend- 

















ized old homes must have better light- 
ing equipment, better looking and more 
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ed. If congressmen do not hear from 
home about it, they may easily do no- 


gas Mon 
B. R. Putnam 


















10 YEARS SALES and RETAIL VALUE of 


Electrical}/ 


























































These figures are compiled by Electrical Merchandising 
manufacturers and from estimates 
Refrigeration figures courtesy Electric Refrigeration News. 








by association 





from sales records of associations and 
executives and leading manufacturers. 





















1927 1928 1929 1930 /§ 15 
SRODUCT Number Retail Number Retail Number Retail Number Retail | Number Real umber 
Sold Value Sold Value Sold Value Sold Value Sold V i Sold 
CLEANERS, VACUUM 
Floor Type .......... 1,065,000 $65,000,000 1,194,614 $58,536,086 1,219,460 $60,973,000 1,253,202 $62,660,000 960,343 $52,818H8R686,648 
Hand Type .......... cases ‘ies -seeeeseall ~scaathn eee 142,543 2,150,970 209,996 3, 16 191,047 
Weenie en t.6- 90,000 2,250,000 95,000 2,500,000 130,000 4,000,000 400,000 8,000,000 1,400,000 15, 155,48 800,000 
COOKERS & CASSEROLES 175,000 1,750,000 200,000 1,800,000 100,000 1,000,000 150,000 1,125,000 145,000 8 72,000 
oe inns eked 6,500 1,040,000 9,000 1,440,000 10,000 1,500,000 12,000 2,400,000 15,000 3,00 6,000 
FE 0 «ne & 86,632 2,565,641 60,000 2,655,000 74,000 3,375,000 68,000 41,903 
Desk and Bracket... .. 1,000,000 15,250,000 $94,565 7,786,725 789,000 11,096,312 673,000 9,442,000 819,000 11, 642,600 
me Ag to 16 in. eee: . sae 30,952 402,635 30,000 947,500 34,000 1,073,720 29,000 22,800 
FLASHLIG : 
Sc. a diow so eek ee 40,000,000 | ........ 10,500,000 ff ........ 8,750,000 7,350,000 7,340,000 7,000,000 000,000 
Battery Cells ........ mekenk! Sn, > senaeees 12,635,000 | 135,000,000 13,500,000 | 125,000,000 000,000 
HEATERS, RADIATORS 448,000 2,688,000 450,000 2,475,000 273,000 1,749,600 303,000 1,893,750 242,400 294,343 
HEATING PADS ........ 230,000 1,840,000 470,000 2,773,844 510,000 3,009,000 637,500 3,506,250 433,500 492,000 
HOT PLATES, GRILLS 300,000 1,800,000 315,000 1,890,000 346,000 1,979,000 347,000 2,010,000 270,660 535,000 
IRONING MACHINES 57,000 8,833,000 68,000 10,880,000 92,000 8,556,000 126,000 9,637,000 100,000 80,000 
a 3,000,000 16,000,000 | 3,000,000 14,250,000 3,000,000 13,750,000 3,150,000 14,438,000 2,362,500 154,889 
LAMPS, INCANDESCENT 
Total—All Types. .... $00,000,000 170,000,000 1536,963,490 125,055,000 ] 564,000,000 135,000,000 | 634,233,000 152,950,000 | 575,163,000 142,549R718,000 
Residential .......... es caddies)  oneusal 150,000,000 45,000,000 § 128,110,000 26,260,000 | 124,825,000 100,000 
| rs er 172,000,000 51,000,000 | 155,100,000 56,100,000 | 160,967,000 521,000 
SS eee Mrerererrererrres | Grete rs { ey 72,584,000 25,900,000 | 64,836,000 57,000 
ES es ee 242,000,000 39,000,000 | 278,439,000 44,700,000 | 224,535,000 840,000 
D+ so¢o'st tl? vieveos ee: ee! peiias : des weetnaneastesnes | “ehaneed “clause 85,000 
OL BURNERS .......... 75,000 55,650,000 81,000 60,750,000 110,500 77,350,000 119,900 73,258,900 118,650 94,675 
PERCOLATORS: 
ET sc ous kian code b> 400,000 6,000,000 450,000 6,750,000 1,472,000 12,080,000 1,295,800 10,341,200 856,500 399,159 
Dies ig gee a gs Ses Cone wemeeede Cp oD ns ae mn 
RADIO RECEIVERS ..... 
ALT and Combinations 1,750,000 200,000,000 1,350,000 168,750,000 3,281,000 388,000,000 4,438,000 592,068,000 3,827,800 420,000 
‘able Models ........ wn - ee dag v) ee spe PEE TS i Cpa er = 1,130,400 800,000 
| a eee) errr errr Merrit! Paco. 2,663,400 512,000 
Motor Car Sets ...... a eS? eee) se eae 34,000 108,00€ 
RADIO TUBES, Total... . 30,000,000 58,000,000 | 41,200,000 67,300,000 50,200,000 110,250,000 | 69,000,000 172,500,000 | 52,000,000 ,500,000 
ORS ss A 110,000 16,500,000 102,000 16,539,566 135,000 22,175,000 152,781 25,270,000 180,000 115,00¢ 
REFRIGERATORS, : 
ae 3 205,000 79,950,000 375,000 131,250,000 535,000 178,690,000 778,000 227,176,000 791,000 217,598 906,000 
_ SANDWICH TOASTERS. ceuteeah <vasbhas "beeen << sce ueinass. vsnececetle . ochaneee . AEC: 
_ STOKERS: 
a | A  errrrrrrrrrrrrs MMOTerTrMECrItt ss GEC os Mc | 
Apt. House 0 i a i 86 ptwsecee 8 cvecdede IE coesence SeevedeW— Sxiteces “Pil aeee Ey. cteeeeee) ive eeee ty sssaenae 
Small Commercial 7 . : yee oe cw... =e cadncewe ow@awea Sell - ébuetenes Seeeaee Te |= | 6é¢eeseeen ood “a 
TOASTERS ...........- 600,000 2,250,000 675,000 3,550,000 1,400,000 7,763,000 1,540,000 8,531,000 1,263,000 6, 428 1,700 
WAFFLE IRONS ........ 180,000 2,160,000 400,000 3,750,000 718,000 8,643,000 768,000 6,582,000 683,500 5, 10m 652,466 
ASHING MACHINES: 
ee re. 843,685 124,000,000 775,661 110,925,000 809,884 108,000,000 956,000 107,900,000 802,000 83,8599 812,00¢ 
ee 66,529 12,438,927 84,721 15,503,943 102,902 17,838,062 127,832 19,540,400 85'000 = 12,2 55,00€ 
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> ff 1931 1932 1933 1934 1935 
Ret mber Retai Number Retail Number Retail Number Retail Number Retail PRODUCT 
V a Sold Value Sold Value Sold Value Sold Value Sold Value 
CLEANERS, VACUUM: 
52,8189 686,648 $34,332,400 447,056 $17,882,240 547,536 $27,376,800 722,367 $39,720,185 903,200 $50,278,000 Floor Type .......... 
3,104 191,047 2,978,422 110,232 1,718,516 191,818 2,894,530 246,009 3,835,280 297,130 4,281,000 Hand Type .......... 
15,1559§ 800,000 18,200,000 2,400,000 12,000,000 2,000,000 12,000,000 2,100,000 13,200,000 | 2,310,000 14,414,400 | CLOCKS .............:. 
72,000 489,600 51,000 293,760 35,000 313,250 40,000 287,500 50,000 300,000 | COOKERS & CASSEROLES 
3,008 ' 6,000 1,500,000 5,500 —_ 1,375,000 6,000 ‘1,500,000 7,500 1,875,000 8,000 2,000,000 crea ee eeceees 
30K 41,903 1,843,732 18,000 558,000 34,950 1,083,450 55,920 1,733,520 25,499 790,490 | Ceiling ............. 
11 466 642,600 7,711,200 313,000 2,504,000 599,000 3,434,100 958,400 5,494,560 930,540 5,815,875 es wacdating Fare wae 
1 2,800 615,600 13, 276,000 15, , 26,780 524,600 842 589,472 
9 ' 2 3,800 5,300 306,000 36. 89 7 uGHTe 
5,250 000,000 3,250,000 4,800,000 2,300,000 4,500,000 1,800,000 5,500,000 2,200,000 6,000,000 2,520,000 Conse. ish as, eee 
12,500889§ 000,000 8,800,000 | 105,000,000 8,400,000 | 125,000,000 —_ 10,000,000 | 150,000,000 —_ 12,000,000 | 164,000,000 _13.120,000 Battery Cells ........ 
1,159 294,343 1,177,372 178,700 640,000 184,820 392,640 304,863 670,700 342,485 804,840 | HEATERS, RADIATORS 
2,808 492,000 2,103,750 321,300 —1,180,000 356,687 1,494,520 419,913 1,940,000 ' 482,900 2,231,000 | HEATING PADS ........ 
1,589 535,000 ‘1,337,500 273,140 655,200 392,490 746,730 394,439 990,000 433,864 1,089,000 | HOT PLATES, GRILLS 
7,609 80,000 6,720,000 50,000 3,500,000 59,991 3,411,230 116,069 6,196,420 140,601 —- 7,682,435 IRONING MACHINES 
10,9698, 154,889 10,024,233 1,858,400 7,161,920 2,430,400 8,594,300 4,000,000 14,400,000 | 4,816,438 17,580,000 | HERONS ................. 
LAMPS, INCANDESCENT: 
142,54988 718,000 139,753,000 9 553,868,000 118,367,000 [617,550,000 115,740,000 } 625,889,000 127,572,000 | 707,000,000 130,250,000 Total—All Types... . . 
25,29 100,000 — 27,659,000 § 126,903,000 24,442,000 | 128,290,000 22,912,000 | 147,460,000 25,797,000 | 156,000,000 24,750,000 Residential .......... 
58,0098 521,000 57,948,000 Ff 160,785,000 51,113,000 | 161,221,000 49,583,000 | 174,006,000 53,009,000 | 188,000,000 52,500,000 Commercial ......... 
23,0088 257,000 20,646,000 | 46,902,000 17,430,000 | 49,890,000 17,005,000 | 58,218,000 19,432,000 | 66,000,000 20,200,000 Industrial ........ — 
36, 840,000 33,500,000 § 219,278,000 25,342,000 | 278,149,000 26,240,000 | 246,205,000 29,324,000 297,000,000 32,800,000 Miniature ........... 
—Oeb 8 .....: 300,000 ......... 350,000 6,125,000 413,753 7,100,000 ‘447,748 8,449,000 | MIXERS................ 
65,259 94,675 49,704,375 77,950 37,571,900 85,100 33,529,400 103,350 35,735,000 165,000 57,131,250 OIL BURNERS .......... 
; PERCOLATORS: 
6,600 399,159 3,900,000 201,600 1,696,000 219,000  _— 1,846,170 287,207 2,345,000 327,172 2,591,200 Mets is sis in oe 
| >. bapeeaet 76,000 491,720 100,000 647,000 118,000 763,460 Glass. Sis dead eiiead 
RADIO RECEIVERS ..... ; 
332,19%%.420,000 212,040,000 2,620,000 124,860,000 3,806,000 130,899,000 4,084,000 150,880,000 | 4,750,000 237,455,000* All Types aad Combinations > 
56,52%%,800,000 63,000,000 1,900,000 57,500,000 2,226,000 50,085,000 2,204,000 60,580,000 | 2,050,000 74,825,000 able Models ........ 
272,670%%,512,000 143,100,000 577,000 60,210,000 856,000 52,216,000 1,100,000 62,300,000 1,600,000 109,280,000 Consoles... os iaveake 
3,000 108,000 5,940,000 143,000 7,150,000 724,000 28,598,000 780,000 28,000,000 1,100,000 53,350,000 Motor Car Sets ...... 
119,0098%,500,000 69,550,000 | 44,300,000 48,730,000 | 55,605,000 56,599,000 | 55,192,000 59,548,000 65,500,000 67,900,000 RADIO TUBES, Total... .. 
27,0008 115,000 18,795,000 60,000 9,000,000 50,000 7,100,000 123,000 15,990,000 215,000 27,305,000 | RANGES ............... 
aar**--«~ " QGeneetee ME (iseawbes  <e60sshG BE bebavewe  soaeseeWUe cuccccan cacaccce 100,000 1,500,000 ROASTERS .-°.......... 
REFRIGERATORS, 
217,529 906,000 233,748,000 798,000 155,610,000 1,016,000 172,720,000 1,284,000 220,848,000 1,567,000 260,122,000 DOMESTIC |. ...40. 
ee AON ee ee eR mee 407,500 1,426,250 440,100 1,760,000 SANDWICH TOASTERS. 
STOKERS: 
ee eee eee 14,212 4,263,600 23,214 6,964,200 41,490 12,447,000 Residential .......... 
CER Eee. eames 1,206 964,800 2,282 1,825,600 3,204 2,563,200 Apt. House ......... 
roe ee, ee eee 1,098 1,317,600 1,074 1,288,800 1,334 1,600,800 Small Commercial 
6,928 1.700 5,126,000 960,000 3,100,000 952,500 5,715,000 1,783,673 8,740,000 1,886,088 9,788,000 TOASTERS ...2 63722 
5,19 652,466 4,075,000 458,700 1,834,800 447,345 2,031,052 634,298 3,070,000 772,215 3,684,000 WAFFLE IRONS ........ 
r WASHING MACHINES: 
83,809% 812,000 69,020,000 569,830 33,619,970 966,698 59,935,276 1,121,137 72,873,905 1,209,176 78,665,786 Rlecttle .. .. i... Saunt 
12,2 55,000 6,875,000 27,343 2,296,812 63,383 5,514,321 119,147 10,723,230 180,832 16,294,858 Gas Engine .......... 
: 4 +0 CT  cekeks  wheieie WE ccdeiuGe  éxcacena wectaecd) ccuc... 150,000 12,327,000 | WATER HEATERS... __. 

















Radio figures courtesy Radio Retailing. * 1935 figures include value of tubes installed in receivers. Figures for 1 
Permission to pee: quote or use is gramted provided credit is given “Electrical Merchandising.” 
Copyright by Electrical Merchandising, 1936. 


934 and previous years omit tube value. 
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| | ESTIMATED SATURATION 
| 2,000,000 4,000,000 6,000,000 8,000,000 10,000,000 12,000,000 14,000,000 16,000,000 18,000,000 




















r “a ) 
: ; + aaa 
if y) y] 4 3 J y | y | , 4 CLEANERS 48.3% es 51.7% 10,962,775 
| @ A @ = @ . @ = mM __| ctocks | 41.6 8,813,500 58.4 | 12,390,854 | 
| 
| Pe bes Ore: aa eae ee | ae eee | COOKERS 6.2 1,325,500 93.8 | 19,878,854 
| | & CASSEROLES 
: a a a ke HEATERS 18.4 3,903,506 81.6 | 17,300,848 
& RADIATORS | | 
| | | | 
y a @........--4.---—-|...--.. i__———a 17.0 3,612,966 83.0 | 17,591,388 
mt | | | | 
Peat pee ----| ---.--- --|..--.---- |--- -------| HOT PLATES 14.9 3,167,347 85.1 | 18,037,007 
om 


| | | 
BZAas S&S a Bubs = = at ities amin 738 


|... -_L IRONING MACHINES | 4.9 1,031,802 95.1 | 20,172,552 


_.....----, ONL BURNERS 4.6 984,995 95.4 | 20,219,359 | 
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__{_._..___._. |) PERCOLATORS 31.6 — 68.4 | 14,507,150 | 
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kiosks oacsan can ianeasehamcsenel 6.8 1,449,250 93.2 | 19,755,104 
| | | | 
| é a. _....--.--J. REFRIGERATORS 34.2 7,250,000 65.8 | 13,954,354 
| | | | 
| A BA A A&B toasters 49.8 10,551,283 50.2 | 10,653,071 _ 
| | ; : 
| e _ WAFFLE IRONS 19.7 4,167,757 80.3 | 17,036,597 
al , | 
| ie 1) « a a WASHING MACHINES | 48.8 10,346,482 51.2 | 10,857,872 _ 





RADIO SATURATION FIGURED ON 31,300,000 HOMES 


OTHER APPLIANCES FIGURED ON WIRED HOMES ONLY | 
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RADIO 73% 


REFRIGERATORS 10% 
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HE washing machine has 
again hung up a record with 
sales for electric washers pass- 


ing 1934 sales by 7.9% and sales 
for gas engine washers passing the 
previous year's sales by 51.8%. 

The price average for the year is 
just about the same as the year before. 
There is an encouraging indication, 
however, in the fact that during the 
last months of 1935 average prices 
were on the rise. This price rise also 
accompanied a record volume for these 
months. While perhaps we cannot 
build too much on this as an indica- 
tion of increasing prices, yet it seems 
fairly indicative that the buying pub- 
lic are turning to quality, and that it 
is easier for the dealer to sell better 
machines. For the year the propor- 
tion of higher priced machines ran 
above 25% of the total with an aver- 
age above $90. Two thirds of the 
electrical volume for the year was 
done in machines retailing over $50. 
The average price of gas engine wash- 
ers for the year is about $90. 

In looking back over 1935 washer 
business, the outstanding event — the 
one which will continue to favorably 
affect this business—was the beginning 
of cooperative washer promotion by 
the American Washing Machine 
Manufacturers’ Association. At the 
beginning of the year some concern 
was felt by renewed power laundry 
competition. There was a great burst 
of local advertising as well as a na- 
tional advertising campaign present- 
ing the laundry’s claims of economy 
as well as freedom from work. 
ELECTRICAL MERCHANDIS- 
ING, in a study by Mrs. Ralph Bor- 


WASHERS 


1935 UNIT SALES : 
RETAIL VALUE 


PRESENT SATURATION 





1929 «(1980 


sodi, provided ammunition for beating 
the economy claims of the laundries; 
and Lovell Manufacturing Company, 
in a series of advertisements in the 
Saturday Evening Post, contributed 
valuable aid in answering the series 
of laundry advertisements published 
in the same magazine. 

The Manufacturers’ Association in 
August started a broadcast campaign 
over 26 stations with a five minute 
household hint program. These pro- 
grams were bright, pointed and in- 
teresting. Three or four plugs for the 
home laundry and washing machine 
dealers were cleverly worked into each 
of these broadcasts. And they were 
so successful that there have been over 
30,000 requests received for the book- 
lets offered in the broadcast. Not only 
were these requests great in number, 
but of a character which plainly 
showed that they came from a’ good 
class of homes. That dealer interest 
in these broadcasts was widespread 
was clearly shown by the number of 
communities where dealer groups 
bought the records and paid for the 
broadcasting time. 

FHA financing had less effect in the 
washer field than in the refrigerator 
field. In certain sections, however, 
notably in the West Coast, FHA fin- 
ancing was a very definite factor in 
the large volume of the last four 
months of the year. 

For 1936 the forecast seems quite 
plain for increased volume and for 
some progress toward better prices. 
There will be some new models for 
1936, and it seems altogether prob- 
able that the cooperative advertising 
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chances seem good for better financ- 
ing conditions in 1936. The EHFA 
have put washers and ironers on their 
approved list, and if and when this 
form of government fostered finance is 
made available more generally than at 
present, it will solve the problem of 
dealer installment discount at low 
cost. Even without government as- 
sisted financing the trend is toward 
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lower rates and more generally avail- 
able money. 

As noted elsewhere in this issue, the 
South is opening up as a washing ma- 
chine market. Southern dealers are 
finding both volume and profit in 
what has been largely an unworked 
field. For dealers everywhere the 
washer continues to be the old re- 
liable. 
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HE public bought 1,567,000 

electric refrigerators in 1935 

as against 1,284,000 in 1934. 
The retail value of 1935 sales was 
$260,122,000 as against $220,848,000 
in 1934. 

In addition to these sales in the do- 
mestic market, manufacturers shipped 
an additional 133,000 units to foreign 
countries—a big increase due in part to 
the devoluation of the dollar and the 
general improvement in export busi- 
ness. 


The average price of the refrigera- 
tors sold declined from $172 in 1934 
to $166 in 1935. The reduction, how- 
ever, could not be attributed so much 
to competition as to the increasing 
number of smaller sized refrigerators 
sold. This, in turn, may be explained 
by the fact that with present satura- 
tions ranging from 15 to 30 per cent, 
depending on the territory, the cream 
of the market has been skimmed and 
dealers are necessarily pushing their 
selling activities among lower-income 
groups. 

This problem of selling to lower in- 
come groups brought some interesting 
innovations during the course of the 
year. In a few territories renting re- 
frigerators, usually the lift-top models 
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was introduced. In others special cam- 
paigns by utility companies were pro- 
jected to sell the lift-top or smaller 
models on four-year terms. No down 
payment and the ten and fifteen cent 
a day method of payment were in wide 


—. 

arly in the year, Sears Roebuck 
came aggressively into the picture with 
a well-designed refrigerator of six-foot 
capacity selling at around the $140 
level. Widely advertised with full 
pages in the papers, this new refrigera- 
tor was the source of considerable 
anxiety on the part of the established 
trade. It must be recorded, however, 
that before the year was half over, the 
trade settled down to concentrate on 
their own selling job with less attention 
being paid to the competition afforded 
by the chain stores. 

A considerable variety of opinion 
exists as to the importance of the re- 
placement market. Dealers have been 
making far too high allowances on elec- 
tric refrigerators traded in on new 
models and—what is worse—on old ice 
boxes whose retail value is nil. All this 
has an effect on profits. It is doubtful 
whether replaced electric refrigerators 
are junked—most of them are sold 
again and continue to give some kind 
of service among groups that could 
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The Biggest Sales Feature 
in Refrigeration for 1936! 
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@ Here's a refrigerator with more 
to offer you for 1936 than any other 
refrigerator we know about! More 
eye-appeal to bring ’em in. More 
real, practical features that women 
can see and handle and appreciate. 
And more profit you can keep at the 
season’s end, because of Stewart- 
Warner's really amazing freedom 
from service losses. 


From top to bottom, it’s the 
handiest refrigerator ever offered to 
housewives. It has over 30% more 
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STEWART WARNER 
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get-at-able front shelf space than 
other refrigerators of the same cubic 
capacity — more flexibility to let 
women arrange foods as they please 
—more improvements to save steps 
and hours and dollars. 


Everything you need for your 
most successful season is wrapped 
up in this one package! A refriger- 
ator that’s really news—because it’s 
really new in every detail except the 
time-tried twin - cylinder Slo- Cycle 
unit, with its record economy and 


aad 





service freedom. A name known to 
30 million satisfied customers. And 
a merchandising plan that’s right 
from price structure to advertising 
cooperation. 


Your Stewart-Warner distributor 
has the new Stewart-Warners now 
—with all details on discounts, 
selling aids, and other essential facts. 
There’s good news in every line of 
the story. So get the details now— 
without obligation—and go places 
this year with Stewart-Warner. 


—— - 
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scarcely be classed as active prospects 
for new refrigerators. 

Federal Housing Administration 
financing had a greater effect on the 
sale of refrigerators, probably, than 
any other device. From all indications 
1936 ‘should be just as good a year 
from the standpoint of increase in unit 
sales as 1935 was over 1934. In other 
words, there should be about another 


v 


20 per cent increase in business in 
1936. The tendency towards simplicity 
and beauty in design well established 
during 1935 should continue in 1936. 
Selling adequate capacity and pound- 
ing on the theme of economy to the 
home, outlined in Mr. Knapp’s article 
on page 31, should be the keynotes for 
the most successful year the electric re- 
frigeration industry has yet seen. 


VACUUM CLEANERS 
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HE year 1935 brought its 
signs of returning prosperity to 
the cleaner business with a 


thumping 25 per cent increase in unit 
sales. In 1934, 722,367 floor model 
cleaners were sold which was a distinct 
increase over the previous year’s 547,- 
536 units. But 1935 brought the 
cleaner industry nearer the million 
mark for the first time since 1929 with 
sales of 903,200 units. This represents 
a gain of 25 per cent for floor models 
and 20 per cent for hand models. 

A number of reasons might explain 
this increase apart from the general 
rise in all appliance lines during 1935. 
The replacement market becomes of 
greater importance every year and it 
is safe to say that a bigger proportion 
of sales were due to replacement in 
1935 than any year previous. Most of 
the cleaners in the homes are from five 
to ten years old—a theme which one 
manufacturer employed in some strik- 
ing national advertising. Dealers re- 
newed activity in the cleaner field— 
cultivating a specialty selling ground 
that had been allowed to lie fallow 
for four or five years, was another dis- 
tinct factor in the increase. The im- 
portance of the dealer with a service 
organization functioning to put old 
cleaners in order and be johnny-on-the- 
spot to replace them, put him in a 
strategic position to clean up. 

And yet the manufacturers employ- 
ing direct selling operations continued 
to garner the largest cleaner volume. 
Hoover—who late in the year brought 
out their first cleaner selling at the $50 
level—and offered for dealer operation 
continued their controlled resale opera- 
tion while Electrolux, Airway, Eureka 
and Premier used the direct selling 
method. Other manufacturers, notably 
General Electric and P A Geier Co. 
pushed their dealer business with ex- 
cellent results as reported in these 
pages during the past year. 

Vacuum cleaner sales in 1936 should 
continue to rise—both for the reason of 
the growing replacement market and 
because indications point to a greater 
cultivation of the small town market. 
Lt has been estimated that larger cities 
have a cleaner saturation of around 70 
per cent whereas in the smaller centers 
the saturation is about 33 per cent. 
These people can only be reached 


through established dealers and the 
manufacturers plans to widen dealer 
distribution and stimulate a renewed 
interest on the dealer’s part in vacuum 
cleaner selling should have the desired 
effect in increasing sales and profits for 
everybody concerned. 


Greater New York, there is electric 
range promotion, and electric ranges 
are being sold. 


There has been a constant improve- 
ment and refinement in the electric 
range itself, which keeps it as far ahead 
of competing fuels as it has always been 
in the past. With improvements in the 
range itself, have come steady reduc- 
tions in the price. New ranges an- 
nounced this month to retail under 
$100 have all the performance and ap- 
pearance characteristic of the De Luxe 
range of only a few years ago. 


Power company promotion, of 
course, is the spear head of the electric 
range movement. This will be even 
more powerful during the coming year. 
But in most communities where power 
company range promotion has been and 
is effective, the market is opening 
rapidly for dealer participation. Co- 
operation has become the utilities mid- 
dle name, and dealers are not only 
urged to go into the range business but 
in some communities the power com- 
pany is paying a substantial bonus for 
range sales. 


One of the market maxims in the 
appliance field is that the greatest 
dealer profits are made on any appli- 
ance after the appliance has reached a 
saturation of over a million units and 
before a saturation of 5,000,000 is 
reached. The range is in that happy 
situation now. Smart dealers are not 
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TAR performer in percentage of 
increase is the electric range, 
moving up from 122,000 units 

in 1934 to 215,000in 1935. Therange 
has achieved the astonishing feat of 
multiplying sales more than four 
times in two years and the future of 
the electric range holds even a greater 
promise. Due to small sales of all 
types of cooking equipment during 
the depression years and the relentless 
march of obsolescence, American fam- 
ilies are, by and large, cooking on 
ranges—coal, gas and oil—and little 
better than junk. They are reminded 
of this at every meal and as a result 
not only the electric range, but all 
other types of cooking equipment are 
doing a booming business. 

Gas range manufacturers and gas 
utilities are setting up to do the great- 
est job in the history in 1936. This 
will not hurt the electric range any. 
Competition in this market will bene- 
fit everybody. The electric range 
should take the cream of this business ; 
power companies are everywhere revis- 
ing their schedules so that even in such 
a stronghold of the gas range as 
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only displaying ranges on their floor, 
but are combing their customer lists for 
range prospects. When an appliance 
gains the momentum that the range 
has today it moves very fast. We said 
a year ago that 1935 sales might easily 
reach a quarter of a million. They did 
not do quite that well, but in estimat- 
ing 1936 possibilities anything up to 
300,000 units is conservative. 


SmaAtt APPLIANCES 


N examination of the volume of 

business done on small appliance 

lines during 1935—a volume 
which increased 18 per cent over 1934 
—reveals one outstanding fact: The 
$50,000,000 worth of toasters, waffle- 
irons, percolators, mixers, grills and 
other devices which the industry sold 
in 1935, is exceeded in volume only by 
refrigerators and washers. This, too, 
despite the fact that saturation figures 
reveal fairly high percentages of own- 
ership. This is an important business 
and one that well warrants the renew- 
ed interest exhibited during the past 
year by power companies, department 
stores and dealers. 


Saturation figures in the small appli- 
ance field, of course, have to be handled 
with care. There is an obvious differ- 
ence between a refrigerator built to 
last ten or twenty years and a toaster 
which might burn out an element in 
six months and be tossed on a shelf. 
Obsolescence in both materials and de- 
sign, making replacement a factor of 
great importance, easily confounds the 
man who believes that every home is 
now equipped with an electric iron. 


Much credit for the splendid show- 
ing made by small appliances during 
1935 inust be given to the Edison Elec- 
tric Institute’s housewares committee 
whose consistent promotion of table 
cookery over the past two years has 
stimulated power companies to resume 
small appliance advertising and selling. 


This EEI job has been done under 
the direction of C. E. Greenwood, 
commercial director of the Institute, 
whose promotion of the National 
Housewares Week was another im- 
portant and popular feature of the 
year’s activity. 

Increases in the sales of automatic’ 
irons and toasters would tend to show 
that price is not as important a factor 
in the business as had been supposed. 
Superior features that may be demon- 
strated find a ready response. 


One of the spectacular successes otf 
the year was the automatic roaster 
which, when campaigned actively 
by utility companies and promoted 
through cooperative campaigns con: 
ducted by electrical associations, regis- 
tered surprising sales figures. More 
than 4,000 of them, for instance, were 
sold in a single 30-day campaign staged 
by a utility company. Roasters, cookers 
and casseroles, of course, do much to 
introduce the housewife to electric 
cookery generally and are important in 
paving the way to the sale of ranges. 

While all small appliances showed 
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increases in 1935 both in unit sales and 
dollar volume, it is interesting to note 
that over 4,800,000 irons were sold as 
iwainst 4,000,000 the vear previous ; 
that 2,310,000 clocks were sold against 
last years 2,100,000 and that percola 
tors, both metal and the glass Silex type 
showed substantial increases. Sandwich 
toasters were another item to register 
i gain of nearly 40,000 units bringinz 
the total to 440,100 units. 
All indications point to even greater 
ncreases for 1936. The promotion, so 


ibly gotten under way by the Edison 
Institute, is to be continued with spec 
al prizes and contests. The utilities 
will do even more campaigning this 
year and their efforts have always had 


a vital influence on the progress of 
small appliance sales generally. And 
the department stores are showing 
greater enthusiasm for this merchan- 
dise than at any previous time. 


MIXERS 
1935 UNIT SALES 447,748 
RETAIL VALUE $ 8,449,000 
CLOCKS 
1935 UNIT SALES ....... 2,310,000 
RETAIL VALUE .......... $14,414,400 
PRESENT SATURATION 14% 
IRONS 
1935 UNIT SALES . 43448 
RETAIL VALUE . $17,580,000 
PRESENT SATURATION 97.2% 
TOASTERS 
1935 UNIT SALES ........ 1,286,088 
RETAIL VALUE . $ 9,788,000 
PRESENT SATURATION 8% 
PERCOLATORS 
1935 UNIT SALES ........ 445,172 
RETAIL VALUE ... . $ 3,354,460 
PRESENT SATURATION . n4% 
COOKERS 
1935 UNIT SALES ....... 50,000 
RETAIL VALUE $ 30,000 
PRESENT SATURATION .. 6.2% 
HEATING PADS 
1935 UNIT SALES ; 482,900 
RETAIL VALUE .......... $ 2,231,000 
PRESENT SATURATION ... 170% 
WAFFLE IRONS 
1935 UNIT SALES .. 772,215 
RETAIL VALUE .......... $ 3,684,000 - 
PRESENT SATURATION .. 197% 


HEATERS and RADIATORS 


1935 UNIT SALES ....... 342,485 
RETAIL VALUE .......... & 20430 
PRESENT SATURATION 184% 


1935 UNIT SALES ....... 433,864 

RETAIL VALUE $ 1,089,000 

PRESENT SATURATION “49% 
SANDWICH TOASTERS 

1935 UNIT SALES 440,100 

RETAIL VALUE $ 1,760,000 
ROASTERS 

1935 UNIT SALES ....... 100,000 

RETAIL VALUE $ 1,500,000 


|. E. S. LAMPS 


CCURATE and complete statis- 
At: on the Better Light-Better 
Sight movement are impossible 
to present for the reason that no cut- 
and-dry plan was proposed to the in- 
dustry, but each individual community 
was urged and assisted to carry on 
Better Light-Better Sight activities 
suited to local conditions. 

The wisdom of this fundamental 
policy is upheld by the fact that the 
movement has continued three years 
with constantly increasing momentum. 
It is the consensus of industry opinion 
that this has been the most outstanding 
co-operative activity we have so far 
enjoyed. 

While, as we say, accurate and com- 
plete statistics are not available, it is 
known that utility companies have em- 
ployed more than 5,000 additional 
lighting solicitors, 280 companies are 
recorded to have organized lighting de- 
partments from the ground up, sub- 
stantially more than 100 communities 
have organized Sight Saving Councils 
or equivalent organizations dedicated 
to the conservation of eye sight. 

The merchandising accomplish- 
ments of the Better Light-Better Sight 
movement can best be expressed in 
terms of sales of I.E.S. lamps and 


Mazda bulbs. The sales of I.E.S. 


lamps have been dramatic as indicated 
by the tabulation and cumulative curve 
herewith: 

These figures, however, do not rep- 
resent the true effect of the Better 
Light-Better Sight movement upon 
lighting merchandise. As is always the 
case in this industry, chiseling purchas- 
ing agents and manufacturers have 
been hitch-hiking on the I.E.S. band- 
wagon and careful estimates by those 
in close touch with the movement agree 
that probably no less than 750,000 
“just as good” study and reading lamps 
have been sold as direct result of the 
advertising and sales promotion of this 
movement. 

Nation-wide _ statistics indicate a 
bulk increase in the commonly used 
size of Mazda lamps of approximately 
10%. Wattage increase is approxim- 
ately 14, watts per lamp in 1935 over 
1934, and the increase in lamps of 100 
watts and over has advanced 25 per- 
cent. 

The Better Light-Better Sight move- 
ment appears to be a continuous ac- 
tivity for the coming year. The pro- 
gram includes the development of lum- 
inous store fronts; improved store in- 
terior lighting, particularly by means 
of portable equipment which does not 
require re-coppering. 

It may be recalled that President 
Roosevelt recently assembled a very 
important gathering in Washington to 
consider and act upon the subject of 
safety. The Governor of New Jersey 
has already spent several years study- 
ing the relation of highway lighting to 
after-dark automobile accidents. While 
statistics on this subject are fragment- 
ary it is pretty well agreed that fully 
one quarter of all automobile accidents 
are directly traceable to inadequate 
highway lighting. 

The Better 


Light-Better Sight 


movement is a curious admixture of 
commercialism and humanitarianism. 
In its humanitarian aspects it has en- 
listed safety councils, parent-teacher 
organizations, health authorities, or- 
ganizations devoted to sight conserva- 
In its com- 


tion and similar bodies. 






























































mercial aspects it has enlisted the op- 
tional manufacturers and trade, the 
electrical utilities and the dealers in 
lighting mechandise. It is, in final sum- 


ming up, a public service for reasonable 
profit and the tremendous nation-wide 
acceptance of its activities are proof of 
complete popular acceptance. 


SALES OF 1. E.S. TAGS BY MONTHS 


Month 1934 
May 5,000 
July 5,000 


Aug. 


1935 41,000 
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ATEST available figures indicate 
that over six billion of expenditures 
are needed to meet the existing 
housing shortage. Such an expendi- 
ture would create a demand for about 
three billions of dollars worth of ma- 
terials,—and necessitate an outlay to 
direct labor of around one and three- 
quarter billions. But the thing that is 
of greatest interest to the electrical in- 
dustry is the very apparent opportun- 
ity in this housing movement for new 
business. Wiring supplies, automatic 
heating and air conditioning equip- 
ment, and a virtual resucitation of the 
market for fixtures are all part of the 
program in the better housing drive. 

To get a background of the picture 
let’s look at some figures: 

The bottom of the depression in 
residential building appears to have 
been reached in the last two years when 
annual values sank to slightly over a 
quarter of a billion dollars. Although 
complete figures for the year are not 
in, a 58 per cent increase in ten months 
over the total for 1934 indicates 
“catching up” is in progress and causes 
speculation as to the possibilities of 
reaching the nearly three billion dollar 
averages attained in the four years, 
1925-1928. 

What started this recovery? Several 
things, but chiefly publicity and money 
lending campaigns from Washington, 
increased consumer purchasing power. 

Not withstanding the depression 
from 1930 to the middle of 1935, 800,- 
000 homes were built. But this falls 
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over a million short of the number re- 
quired to provide for the increased 
number of families, as an additional 
550,000 units will be needed to meet 
the losses through obsolescence, de- 
struction by fire, flood or storm. 

One government FHA authority 
puts it this way: 

“America’s need for new homes is 
14 UNITS PER 1,000 OF POPU- 
LATION. For at least a five year 
period following the construction of 
new homes now needed, each succeed- 
ing year’s need will be 3 UNITS PER 
1,000 OF POPULATION.” 

Interpreted another way, there is 
pent up need for at least 1,750,000 
residential units, plus at least 400,000 
additional units per year for at least 
five years after the 1,750,000 units 
have been erected. 

As the average cost of American 
homes recently built approximates 
$3,800, the deferred building-budget 
that must be spent to remedy the pres- 
ent doubling up of families and restore 
the pre-depression ratio of homes to 
population adds up to fully $6,440,- 
000,000. 

Approximately one-half the cost of 
these new homes (about three billion 
dollars) must go for materials. 

Expenditures for building materials, 
moreover, will flow largely to indus- 
tries that have failed so far to feel the 
affects of recovery, and the distribution 
instead of benefiting only one group or 
locality, should be nation-wide. To 
find where this money will go the total 
material supply bill can be broken 
*Building Materials Section of the Bureau 

of Mines, Department of the Interior. 
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down according to proportionate ex- 
penditures in 1929, as reported by the 
Bureau of Census. On this basis the 
distribution of one of the larger ex- 
penditures would be as follows: 

Electrical Appliances and Supplies 
$138,000,000. 

Bear in mind this estimate of ex- 
penditure does not include deferred 
demand for repairs and modernization 
that has accumulated during the last 
five lean years. As revealed in the Real 
Property Inventory, 16 per cent of 
American urban homes need major re- 
pairs and only 37.6 per cent are in good 
condition. 

To remedy the wide-spread need for 
modernization and rehabilitation of 
existing residential structures will 
require sums variously estimated at 
from four to six millions of dollars. 

One way this modernization pro- 
gram is defined is this: 

Of the 22,500,000 single family 
dwellings in this country, 13,500,000 
are in need of some form of modern- 
ization as to interior equipment and 
arrangement — such as refrigeration, 
heating and hot water equipment, 
laundry and kitchen improvements, etc. 
Here is the market for household 
labor-saving appliances and equipment. 

About 2,500,000 of these homes are 
in need of structural repairs. Here is 
the great opportunity for improved 
lighting—wiring and fixtures! 

Modernization applied to a single 
family dwelling—says an FHA author- 
ity—usually involves the expenditure of 
between $300 and $400. 

One family out of five is a prospect 
for home modernization. Therefore, 
the population of any community can 
be divided by twenty as a factor to give 
the number of prospects. 

But this is only one side of the pic- 
ture. Modernization and repair are 
not confined to residential dwellings. 
There is, in addition, the tremendous 
commercial, industrial and general 
field. For example: 


OF 1,500,000 RETAIL STORES, 
52 PER CENT ARE IN NEED 
OF SOME FORM OF MOD. 
ERNIZATION IN STRUCTURE 
OR EQUIPMENT. 


($500,000,000 of expendi- 
tures required, as estimated by 
the Retail Ledger.) 


OF THE 643,779 MULTIPLE 
FAMILY DWELLINGS TODAY 
IN THE VAST APARTMENT 
HOUSE MARKET, AT LEAST 
HALF ARE IN NEED OF IM- 
PROVED HEATING LAUN.- 
DRY, REFRIGERATION AND 
OTHER EQUIPMENT. 


In the 141,776 manufacturing 
establishments there is a replace- 
ment and modernization market 
for industrial equipment and sup- 
plies, running into more billions. 

50,000 office buildings — of 
which 25,000 were erected prior 
to 1915—constitute another great 
potential market, especially for 
automatic heating, and lighting 
equipment. 


In addition, 277,000 schools, 1,298 
colleges, 467 orphanages, 7,375 hos- 
pitals and numerous other institutions 
represent still further outlets for elec- 
trical appliances, equipment and 
supplies. 

FHA authorities conservatively esti- 
mate that to replace and/or repair 
machinery and equipment now obsolete 
in the foregoing markets will call for 
an outlay of $15,000,000,000. And in 
addition if these markets are to be “air 
conditioned”’, it will involve still more 
billions of dollars worth of new busi- 
ness. 


v 


apid gains in volume, reaching a 

total of 140,601 units as against 
109,276 in 1934. Prices show no im- 
provement. During the year ironers at 
around $40 have sold in large quanti- 
ties, having the natural effect on the 
total dollar picture. The ratio of sale 
has improved. In 1934 the ratio was 
one ironer to 10.7 washers sold. At the 
end of 1935 this ratio had improved 
to one ironer sold for every 8.4 wash- 
ers. This statistical improvement is 
nothing to give three cheers for. Poten- 
tially the ironing machine has one of 
the finest and most promising markets 
of any appliance. The washing ma- 
chine is among other useful things a 
pioneer for the ironer; they should be 
the Siamese twins of the appliance busi- 
ness. Theoretically, ironing machines 


| aes machines continue their 
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should outsell washers, since the 
saturation on ironers is low. The 
proper and complete sale would be a 
washer and ironer—a complete home 
laundry equipment. This is not a 
Utopian dream, but a practical possi- 
bility, and one of the reasons why it 
is making no greater progress toward 
becoming a reality is due to the ironer 
manufacturers themselves. 


The price which they have chosen 
to place on the ironing machine because 
of an unnecessary competitive situa- 
tion is too low to provide for the pro- 
motion which the ironer needs. It is 
not enough for promotion either in the 
torm of advertising to tell the story 
of the ironer to present washer owners, 
nor great enough to provide a margin 
of dollars that will induce the dealer 


On BURNERS 
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to develop this market on a direct sell- 
ing basis. Ironer prices should be 
moved up 50% or more in order that 
manufacturer, distributor and dealer 
will have money to spend for promo- 
tion and something left over for profit. 

e utilities are unquestionably 
overlooking an opportunity in the sale 
of ironers. The ironing machine is not 
only as great a builder of good will 
as the washing machine and vacuum 
cleaner, but it is a hefty load builder 
as well. Perhaps if prices were higher 
and money were being spent by the 
manufacturers to promote the ironing 
machine business the utilities would 
forget their present indifference to the 
ironing machine and snap into it. If 
this took place the ironing machine 
could do things that would surprise its 
most ardent admirers. 


165,000 
. $57,131,250 
44% 
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HE year 1935 was the best yet 

in the oil burner business, the 

165,000 units sold being higher 
than even the peak year of 1929. 

The residential stoker business 
showed even greater gains by nearly 
doubling last year’s volume — 41,490 
“units in 1935 compared to 23,214 units 
in 1934. 

The combined sales of oil burning 
equipment and automatic coal stokers 
bring the total number of homes using 
some type of automatic heating equip- 
ment to over 1,400,000 of which about 
1,100,000 are oil burners. 

The rise in popularity of the stoker 
is naturally the most interesting de- 
velopment of the year. While unit sales 
are still only about one-quarter those 
of oil burners, the increase in sales 
each year is rapidly closing this gap. In 
fact, it would not be far out to predict 
that 1936 will see almost half as many 
coal stokers sold as there will be oil 
burners. Electrical specialty dealers in 
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many sections of the country where 
stokers may be profitably sold are find- 
ing them a natural adjunct to their 
business. 

Pressure of competition from both 
automatic coal-stoking equipment and 
the sale of gas house heating installa- 
tions has had its effect on oil burner 
prices. And so while unit sales are way 
up, the retail value of the 165,000 oil 
burners sold last year was $57,131,250 
compared to the $35,735,000 collected 
the year before on only 103,000 units. 

Important to dealers in all types of 
automatic house heating equipment has 
been the financing help extended under 
the Federal Housing Administration. 
Almost ideally adapted to the financ- 
ing of such long term purchases as oil 
burners or stokers where the equipment 
is more or less a permanent installation 
and sales are made chiefly to home- 
owners, it is not improbably that FHA 
financing accomodation did much to 
arrest declining prices on oil burners. 
Making a device easy to buy amounts 
to the same thing as making it cheap. 
It has been estimated that close to one 
third of the oil burner installations in 
1935 were FHA-financed. 

In some ways it even looks as though 
the Federal Housing Administration 
were going to prove a Santa Claus to 


‘the automatic house heating equipment 


industry. Residential building is im- 
portant to the growth of the industry 
and under Title II of the FHA, mort- 
gages come in the picture for financing 
accomodation. While this development 
occurred too late in 1935 to materially 
alter the situation, there are many who 
are banking heavily on its having a pro- 
found effect on the sale of this equip- 
ment in 1936. 
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Here is a partial answer to the oft spoken question. 
“What will monarcnu do for 1936?” 


“3 and 4-in-Line” go into their second year as an 
exclusive MONARCH design that swept into instant 
popularity as soon as it was released. 


—a mother-of-pearl finish for cooking tops, an 
optional feature that brings startling new beauty 
— tops, as ever, of acid resisting porcelain — 
bright parts are “Mircobrite”— a chromium finish 
of lasting brilliance — all models equipped with 
patented illuminated dial oven temperature con- 
trol — a new clock-timer and opal light are op- 
tional with all designs — and practically all models 
offer a convenient appliance and utensil storage 
compartment. 


Always a leader in Kitchen Heater models, 
MONARCH goes another long jump ahead with a new 
design that will make this range even more 
popular than in the past. 


As ever before, MonarcH “Twin-Efficiency,” Speed 
and Economy are the outstanding operating advan- 
tages of all monarcH Electric Ranges. This is due 
to the exclusive “Hi-Efficiency” surface unit. En- 
gineering brains have yet to discover a unit design 
that can equal it either in practical, scientific lab- 
oratory tests or in actual kitchen service. 


No doubt about it! mMoNaRcCH is the line for the 

keen merchandiser of 193% and will welcome the 
¢. . 

opportunity to prove it. 


EINISHES-NEW VALUES 


Mode 47)WP — 
17” owen. Large 
appliance storage 
Compariment. 
White porcelain 
with mother - of - 
pearl ends and top. 
lvory optional. 


eeee 











Model 47]W—I17” oven. 

Full enamel, white 

or ivory. Utility draw- 

er, comdiment set, plate 

warmer and sliding tray 

shelf in Compartment at 
eft 














Model P97]W —17" oven. 

Large utility drawer. p 

Plate warmer optional. 

Standard Monarch oven e 

temperature control and } 
clock-timer. In white or mee 
ivory-tan with mother-of-pearl top and ends optional. 


MALLEABLE IRON RANGE CO. 


11 Lake Street Beaver Dam, Wisconsin 




















URING the recent financial 

depression it is claimed that 

the South’s greatest industrial 
City, Birmingham, was hit harder 
than any city in the United States. 
The big plants, furnaces, iron ore 
mines and other industrial concerns 
were closed. With their closing, sal- 
aries stopped, and with the stoppage 
of salaries, stopped the payments on 
store accounts, and these were in every 
line from groceries to radios, sewing 
machines, pianos and automobiles—the 
list of waiting debts was lengthy, and 
the carriers, carrying the heavy load, 
patient in the extreme in watchful 
waiting — unpaid debts making the 
whole world akin, as they deeply lined 
faces with worry. 

Better days were on the way, in 
the financial horizon rays of light were 
peeping through—first one work-day 
per week, then two, three, four, five. 
Money had never looked so good and 
big in Birmingham. Workers were 
glad to pay each creditor somethin 
on their account. Came January 1938 
and with it came planning to replen- 
ish furniture from living rooms to 
kitchen—refrigerators and stoves were 
needed and going to be bought—the 
old debt hang-over was a thing of the 
past. 

Birmingham housekeepers were rap- 
idly becoming electric-minded, the 
women were learning the genuine 
value of Electricity as.a faithful, neat 
economical servant—they wanted elec- 
tricity as laundress, as a protector to 
the family’s health, by keeping meats 
and food at the right temperature 
—so exit ice refrigerators and boxes— 
enter all that’s modern in refrigera- 
tion in the home, until more than one 
million dollars via electric refrig- 
eration had found entrance into homes 
in the Birmingham District. 

The Birmingham Electric Company 
had much to do with the increased 
volume in sales of electric refrigera- 
tors and other electric appliances. 
They cut the price of electricity ex- 
actly one-half. The women were quick 
to grasp what a fifty per cent reduc- 
tion in price of current, and hurried 
to supply their homes with electric 
refrigerators, stoves, washing machines 
and smaller electrical gadgets. But fig- 
ures in sales of Electric Refrigerators 
talk plainly and loudly and here they 
are for the first ten months of 1935, 
number sold and their value. 


Sold in January ....118 value $ a 
Sold in February «. 317 value 63,400 


Sold in March ..... 782 value is290000 
Sold in April ...... 1281 value 203.070.00 
Sold in May ...... 1531 value 226,385.50 
Sold in June ...... 1374 value 202,991.00 
Sold in July ...... 1065 value 169,811.50 
Sold in August ..... 738 value 123,347.50 


Sold in September . . .322 value 54,740.00 
Sold in October ..... 248 value 42,160.00 
Total 7,776 val. $1,242,395.50 
The total sales figures for the Bir- 
mingham District, month-to-month 
tabulation show sales of Electric Re- 
frigerators for the year to November 
1, a record breaker—and merchants 
satisied with the volume of trade and 
purchasers pleased with electric refrig- 
eration—the convenience, economy and 
neatness. 
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Model H47]WP-A new kitchen 


Heatin, 


beater model at a new ‘oh fre » 


e 
flues both sides o ebox 
and trim same as 47/WP. 


give effective circulation. oven. 
Cc 


olor 


MALLEABLE IRON RANGE CO. 


1l Lake Street 


Beaver Dam, Wis. 


Model 37])WP — A pow- 
ode! at 


erful campaign m 
a rock bottom price. 17” 
oven. ‘‘3-in-Line”’ table 
-* cooking surface. 
bite with pearl trim. 
Same design without 
pearl—or in ivory enam- 
el—or with 13” oven is 
available. Large storage 
space in lefthand com- 
partment. Cooker option- 
al in this space giving 4- 
unit cooking surface ca- 
pacity. 
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— Plus a trading area 
which includes 631,000 


residential customers 


city of Pittsburgh is located are 

some 286,000 domestic electric 
meters. Another 100-mile radius, usu- 
ally termed the “Pittsburgh trading 
area’ there are an additional 345,000 
meters, making a total of 631,000 res- 
idential electric customers for the in- 
dustry to shoot at. 

Figures on comparative sales of ma- 
jor appliances for 1934 and 1935 have 
not been collected, but there are other 
indicators of the type of job that has 
been done in this important market. 
Average residential kilowatt hours, 
for instance, in the Pittsburgh terri- 
tory, jumped from 758 in 1934 to 
780 in 1935. Polk surveys of four 
years ago showed a higher saturation 
of appliances than in most American 
cities. The most recent figures are 
those collected by the Bureau of Busi- 
ness Research af the University of 
Pittsburgh. They used CWA workers 
to find out, in a house to house sur- 
vey, that Pittsburgh housewives owned 
36,318 refrigerators (23.6 per cent 
saturation) and 70,621 in Alleghany 
County (22.8 per cent). Automobiles 
are owned, on the other hand, by 30 
per cent of the families in the city 
(46,490) and 36 per cent in Allegha- 
ny County (113,282). 

The progress of appliance sales for 
the first 10 months of 1935 compared 
to the same period in 1934 is shown 
by the following percentage of. in- 
crease reported by distributors: 


] N Alleghany County in which the 


Radio Sets .......... 40 per cent 
Refrigerators ........ . Boi 
Ne so. «scoters 2a * 
ke ga“ « 
Cleaners ............ 3 ¢ « 
cw nwre' 416" « 
Water Heaters ...... —”hC~S 
a il ea RES 3¢ 
Sunlamps .......... 200 “ * 


Appliance sales in general in the 
Pittsburgh territory were from 18-20 
per cent better in 1935 over 1934. 
The general opinion is expressed that 
the volume of business in 1936 will 
be anywhere from 25 to 30 per cent 
better than 1935. 


The Electrical League of Pitts- 
burgh, under the managership of G. 
H. Nickerson, sponsored a Refriger- 
ation and Appliance Show April 6th 
to 13th, which attracted 27,000 live 
prospects who left cards indicating an 
interest in the purchase of $1,220,- 
930 worth of electrical appliances. 
While the weather was exceedingly 
unfavorable with heavy rain, sleet and 
snow on 6 of the 7 days, and roads 
to Pittsburgh closed on account of 
deep snow drifts, the exhibitors were 
pleased because curiosity seekers were 
eliminated and those attending were 
live prospects for refrigerators, wash- 
ers, ironers and other products shown. 
An admission fee was charged, and a 
good radio entertainment furnished at 
specified times was used to defray the 
cost of refrigerators given daily as 
door prizes. The Pittsburgh Press co- 
operated with the League in making 
the show a conspicuous success from 
a sales angle. 

The Lamp Campaign, tieing-in 
Dealer with the Better Light-Better 
Sight movement, met with 25% in- 
creased interest and sales over last 
year’s activity. 

About $10,000 was spent on radio 
and newspaper advertising of refrig- 
erators as a year round necessity, and 
promoting their sale on F. H. A 
terms. This activity was reflected in a 
great increase in October sales (371% 
average over last year) and will show 
up in substantial increases in Novem- 
ber and December sales. 


Refrigeration and Appliance Sho 
APonsored by the League in 19 
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| Schoenfeld ’s Sells From 
| The Kitchen 






































































ANGES, at Schoenfeld’s Stand- 
ard Furniture Co. of Seattle, are 
sold in the basement, where a model 
kitchen is installed. This is occasion- 
ally used for demonstrations and cook- 
ing schools, but more important, in 
the opinion of L. M. Heyerson, man- 
ager of the house furnishing depart- 
ment, is the fact that it is used for 
daily selling. It is this connected equip- 
ment in its natural surroundings which 
is sold, the other ranges and models 
on the floor serving the purpose of a 
de luxe illustrated catalogue from ‘ 
which the customer may choose vari- 
ants. A still further “illustration” for 
this animated catalogue is furnished 
by the model bungalow on the fifth 
Model o floor of the store which also possesses 
—-- . an electric kitchen. It is easy to ne- 
PYWE ZEPHYR™ : . glect such an exhibit as this after the 
b first excitement of its opening, but a 
special effort is made to keep up in- 
terest in this, with the result that 
though the bungalow has been on dis- 
play for some time its visitors still 
number in the hundreds each day. 
Carrying out the catalogue idea is 
the home planning department which 
is located adjacent to this bungalow. 
Here the housewife who is contem- 
plating a new home or who plans to 
remodel her old one may receive ex- 
pert advice. Albums of photographs 
and of floor plans suggest how others 
have accomplished desirable results. 
Shelves nearby are provéded with books 
and magazines which can be consulted 
on decoration, wiring or the selection 
of equipment. The electrical depart- 
ment stands ready to add further rec- 
ommendations as to laundry and kit- 
chen. This department, by attracting 
home builders and other likely pros- ; 
pects, has proved invaluable as a feed- 
er to the remainder of the store. Be- 
sides building up good will through 
the really valuable service which it 
renders. 
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Advanced Engineering Design . . . Exclusive Operating and Safety Features 
. . . Beautiful Styles and Finishes . . . give the VOSS Selling Advantages 
which readily appeal to thrifty women. 

When VOSS Washers are demonstrated, in competition or alone, sales 
are certain to result. Housewives quickly recognize the advantages of wash- 
ing in the clean suds at the top (an exclusive VOSS feature), and they 
appreciate the electrically controlled Safety Wringer which never fails to 


protect. Then there is the one-piece corrugated porcelain cub that women From Service to Sales | 


like because it is so easy to keep clean. 





Women are captivated by the OST dealers who start in with | | 


New VOSS Full- 


























. Automatic trener. the selling of electric appliances | 

voss FEATURES Ne 4 find -before very long that they must | 
7 \ start a service department. The Bay 

Behind every VOSS Washer is 60 years’ experi- i»/>I|t \< * 4° . . +o 

ence in anticipating and satisfying home wash- Cities Washing Machine Service Com- 
ing requirements. Women everywhere know cain tine aiiiin: ed pany of : Santa Monica, Calif., re- 
that VOSS washes easier, quicker, cleaner, and oa agitators chern versed this process. They started pure- 
safer. Voss’ complete line makes a VOSS Wash- up the dirt ly as a service organization, but soon 
er possible for every pocketbook bee 2a found that they had to sell washing 
Also VOSS Models equipped with gas iH4/s W machines in order to take advantage 
engine power ‘ - of the opportunities which were can- 
tinually presenting themselves. Good 


RITE TODAY for details about our “Sure onsulen evar 6 long period of years will 


do more than anything else, they have 
found, to earn the respect of a cus- 
tomer. And when the time comes for 
a new purchase, the advice of the Bay 
Cities Company is apt to be listened 
to. Using the service department as 
its- main business builder, the Bay 
Cities Washing Machine Service Com- 
pany has built up a business, which 


VOSS BROS. MFG. CO., DAVENPORT, IOWA | '3)2"tnyiun 
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Fire Sales Demonstration Plan” which out-dem Floating Suds - a - 
onstrates all other washers. 


























The Harmers 


are 


BUYING 


By Frank B. Rae, Jr. 







EWING 
GALLAWAY 


Increase in farm purchasing power, plus the stimulation afforded 
by utility companies and the Rural Electrification Administration 
is creating another $250,000,000 market for wiring and appliances 


FAMOUS Confederate general 
of the Civil War was asked the 
secret of his remarkable suc- 

cess. He replied: “Git thar fu’stest 
with th’ mostest men’. 

That axiom may well be adopted by 
electrical appliance merchants in con- 
nection with the rural electrification 
development which is now sweeping 
the country. 

++ 

President Roosevelt, by Executive 
Order No. 7037, established the 
Rural Electrification Administration. 
Its purpose as stated in the Order, is: 
“To initiate, formulate, administer, 
and supervise a program of approved 
projects with respect to the genera- 
tion, transmission, and distribution of 
electric energy in rural areas.” 

To carry out this purpose, he gave 
his Administrator more power than 
a trafic cop. He ordained that: “To 
the extent necessary to carry out the 
provisions of this Executive Order the 
Administrator is authorized to ac- 
quire, by purchase or by the power of 
eminent domain, any real property or 
any interest therein and improve, de- 
velop, grant, sell, lease (with or with- 
out the privilege of purchasing), or 


otherwise dispose of any such property 
or interest therein.” 

If this Order means anything, it 
means that we are going to have rural 
electrification in a very great hurry. 
We are already getting it in a hurry. 
Which of the numerous clubs, sub- 
machine-guns and whiz-bangs_ the 
Administrator of the REA uses to 
accomplish his chief's desire is a mat- 
ter for the utilities to worry about 
(and they are doing plenty of worry- 
ing), but the thing we are concerned 
with here is the merchandising oppor- 
tunity, if any. 

In the first place, the American 
farmer is not the poor hick the vau- 
deville comickers, newspapers and pol- 
iticians make him out to be. Most 
farmers today are pretty keen business 
men. Let’s admit that about a third 
of them are shiftless, but you'll find 
that proportion of shiftless individu 
als in the cities. Another third of the 
farmers, in round figures, are in the 
class of skilled mechanics. They work 
hard but they also think hard. They 
are extremely prideful of paying their 
bills, meeting their obligations on the 
nail, inching themselves and_ their 
families forward and upward. The 
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last third of the farm pouplation are, 
in the best sense, business men 


mem- 
bers of granges and cooperatives, 
members of school boards, church 


leaders, political powers, holders of 
bank stocks and mortgages, and op- 
erators of farms on the same_bus- 
inesslike basis as the city brethern op- 
erate factories. Thirty-five percent of 
our farmers receive 80 percent of all 
farm revenue. 

The farmers are coming out of the 
slump, on the whole, a lot better 
than many industries. Their gross cash 
income for 1935 is carefully estimated 
as $6,800,000,000. In 1934 the top 
flight farmers averaged $2,888 cash 
income per each: this year it will av- 
erage pretty close to $3,250. 

Note we say cash. The ruralist has 
a secondary income of no mean pro- 
portions in that his vegetables, poul- 
try, eggs, milk, butter, cider, canned 
goods, fire wood and a large part of 
his meat are by-products which do 
not get into the census figures as 
“cash income” but make a mighty dif- 
ference in his actual cost of living. 
Then, there is a good deal of swap- 
ping among ruralites. Along the sea- 
boards and in lake country, the far- 





mer swaps produce for fish, a tre 
mendous number swap farm truck for 
groceries at the village store. All in 
all, the farmer’s dollar is about the 
biggest dollar in the country, because 
he has more of it to spend for things 
other than mere subsistence. 

The farmer’s income in 1935 is the 
best since 1929, but his taxes are 36 
percent less than that year. Mail order 
houses report the largest rural sales 
in five years. Automobile men report 
that a large percent of this year’s 
3,000,000 cars carry rural registra- 
tions, and, due to farmer buying, the 
current year’s sales of trucks and trac- 
tors approach the all-time peak. Of 
course farm recovery, like all recovery, 
is spotty, but on the whole, things 
are looking up in a very sprightly 
manner indeed. 

So we have the situation of some 
351,000 more farms—plus a lot of 
suburban and cross-roads settlement 
homes not strictly rated as farms 
being now brought within the electri- 
cal network, and we have assurance 
that these new prospective users of 
electricity have jack in their jeans. 
Not all of them, as I have said. Toss 
about 100,000 into the discard as be- 
ing shiftless or unlucky—even so, we 
have at least a quarter of a million 
brand new electrical prospects to con- 
sider who are able to finance their 
purchases out of pocket or are de- 
sirable risks for any fair financing plan 
which may be available. 

So what? 

Here is at least $250,000,000 in 
potential business—wiring and appli 
created by the President when 
he signed Executive Order No. 7037 
on May 11th. Will you merchants ad- 
jacent to rural territory take it on 
please turn to page 20 
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@ Here is a line of ranges with more features to demon- 
strate, with more conveniences women will want on sight, 
than have ever before been offered. Just read the list at the 


right and judge for yourself. There are beautiful models at 


prices to fit every woman’s budget . . . and when you 


see them you’ll agree that each is an unprecedented value. 
Women will see that, too. Backing up the line is the most 


complete sales-making program you ever laid your eyes on. 


Golden Jubilee Range Features 
Illuminated ovens with scientific “‘Heat-Eveners”’. .. 
sliding shelves with flat non-tip bars . . . record speed. 
Twin ovens, giving more capacity with greater econ- 
omy ... Dual automatic controls that sear a roast 
beautifully at high heat, then complete the cooking 
automatically at the lowest, most economical tem 
perature, while you are away .. . Automatic 
““Minute Minder’’.. . Illuminated cooking platform 
... Roller bearing drawers... Time-defying COROX 
sealed-in-steel-units . . . novel cigarette lighter . . . 
new “Economizer’’ platform units that cut monthly 
electric cooking costs. 































THE NEW WESTINGHOUSE ECONOMIZER 


SPEED UNIT... MADE IN THREE TYPES 


A Triumph of Westinghouse Engi- 


neering that combines TOP SPEED 


with AMAZING ECONOMY 


@ Brings food to boiling temperature with record 


speed .. . then keeps it cooking as fast as food can 


cook (steaming or “‘simmering’’) with only 40% 


as much electricity as the ‘“‘low’’ on other electric 


ranges! Improves cooking performance . 


. . brings 


top speed without danger of burning the food... 


gives longer element life because of increased low- 


wattage operation. (Also made in standard white.) 


HERE’S THE PROOF 











BOILED POTATOES 


iD 
rer 


on 1200 watt units 


ORDINARY UNIT 
HIGH Smins. 100 watts 
LOW 10 mins. 50 watts 
OFF 10 mins. 00 watts 


Total 150 watts 


“ECONOMIZER" 
HIGH Smins. 100 watts 
LOW 10 mins. 20 watts 
OFF 10 mins. 00 watts 

Total 120 watts 
SAVING 20% 








@ You know the tremendous 
profits that came to those 
retailers who had a winning 
refrigerator franchise when 
the great wave of popularity 
swept sales from 75,000 to 
1,400,000 a year. Well, all 
we say is, just don’t miss 
this golden electric range 


opportunity! 






































i PRUNES MED. 30 mins. 150 watts 
| LOW 60 mins. 300 watts LOW 30 mins. 60 watts 
y ee OFF 60 mins. 00 watts OFF 60 mins. 00 watts 
“SS —s— Total 300 watts Total 210 watts 
P : SAVING 30% 
on 1200 watt units 
SAVORY ROAST AND 
VEGETABLE DINNER HIGH 16mins. 533 watts HIGH 16mins. 533 watts 
Py LOW 2 brs. LOW 2 hrs. 
1S 15 mins. 1125 watts 15 mins. 450 watts 
* Total 1658 watts Total 983 watts 
pes SAVING 40% 
speed. on 2000 watt units 
econ- 
roast 
oking 
tem SEE THIS BOOK that pictures the whole story... 
matic 
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The book pictures a line and features so advanced that they will start all 
form America talking. IT SHOWS THE COMPLETE HELP WE GIVE, AND 

THE WHOLE POWERFUL PROGRAM THAT WILL GIVE YOU A 
FLYING START TOWARD AMERICA’S GREATEST ELECTRIC 
APPLIANCE VOLUME OF ALL TIME. 


REEL 











Introducing Hew Knges that will I: 


-LEETILE 





Westinghouse Electric & Mfg. Co., Mansfield, Ohio 
SHOW ME THE BOOK. I WANT THE WHOLE STORY FA 


Name 


Company 


AND THE GREATES9 
ARRAY OF HELP EVER PREF 
SENTED TO START YOUR 
SALES CLIMBING FAST 









































MAIL THIS COUPON 
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als 
the basis of future upbuilding, or ao 
will you let it run for Sweeney ? the 
Looked at from a_ merchandise . 
standpoint, there are two very grave re 
dangers in connection with this ex- th: 
pansion. One danger it that the util- “we 
| ities, clubbed by the Government in- one 
to stringing a lot of uneconomic wire, 7 
} may be tempted to connect every one- the 
| mule farm on these new lines on the lal 
| basis of cheapness. They did that, TI 
| you may remember, a decade or so pris 
ago when they were running a fever poe 
to get old houses wired in urban ter- al 
ritory. Having no real faith in their a 
Greater tans for 1936 opens way to new profits for you cwn service sod knowing no sales | 
argument but price, they caused ‘mil- pe 
; oie Ee lions of homes to be wired on the . 
That I. E. S. Better Sight Lamps are an education. And the positive importance skimpiest basis, taught their customers a 
cemmaaatinan success is evidenced by the of buying only lamps bearing the I. E. S. . _ - terms of a. “— oa 
“ me, ute j . ~~ eee 3 ae : : . ot wha lose pennies bought, ane 
fact that the millionth tagged lamp was Certification Tag—seeing that the tag is made appliance selling one of the 
shipped in December. Presented to the on the lamp when bought, and when ig. wer) eee the — May- 
. “6 _ —_———s o » —- . H » e they make that mistake again 
public only fifteen months ago, these delivered at the home—will continue to I hope not, but you never can tell. of 
lamps have become the focal point of be stressed. Then another danger is the pap- = 
. . . . ’ > > 5 it) 2¢ ‘ 2 one " * so 
lighting interest all over the nation. @ Movements have already been started feeding proclivities of the social work | 
é 7 3 7 ers in Washington. The nearest most ele 
More than that, they have proved a by makers of Industrial Lighting Equip- of these folk ever came to a farmer shi 
unifying force for all elements of the ment, makers of commercial Lighting was to listen to a hill-billy song over rT. 
Py, aad . They Equi aii aall the radio. They think of the American é 
lighting industry. ey quipment,and makers farmer as a cross between Millet’s stu 
have given stores and of residential lighting “Man with the Hoe” and the nit- the 
saceil callers now cell- Games ond tw the wit yokel in “The Old Homestead Li 
- woe : : ] 9 3 6 c T Y L f 8 aia y Their program, as last reported, is 
ing themes, based upon optical industry, for to lend this comic-strip agriculturalist ter 
authentic new informa- I. E. S. Better Sight Lamps still greater develop- | $130 to wire his place and $224 for cer 
; : ; lal al | i : | equipment, thereby putting him in on 
tion, generating new more beautiful than ever— ment of “Better Light- | hock for some very tinny appliances the 
enthusiasm, new inter- smarter—finer materials— Better Sight” Con- | and slamming his door against the tri 
. : = , 7 lealer in quality wares. to 
st, new profits! improved, lovelier shades— - : . | oe , ‘ 
ost, Sew P S sciousness. Yet the These, I repeat, are the mercantile wl 
. zreater values. Seven types. | . 
e And now for 1936 a greater values. seven types spearhead, the wrapped- | dange me — the — pinay 4 jec 
os F ae . See them at aie ment. ; ow iets see what we can do Cal 
still greater and more up package for the ees tee re 
ambitious program is CHICAGO and home market is the In the first place, it must be re- yo 
under way. In the pic- LES. Better Sight Lamp | membered that these ruralites along of 
¢ ee @ the newly streched power lines have ins 
ture as cooperators at N : W Y 0 4 K im its seven different not heretofore paid much attention to ing 
every step of the way, types. Everybody in | electrical appliances. They have seen be 
i dee t E.S. Be ; F ted Sco : pictures and read descriptions of them dr 
we the 1. £. 3. weaeel actory, Office, or store, | in their mail order catalogues. They an 
Sight Lamp Makers, will be, as in 1935, employer or worker, has a home—and | have seen the ads in the national mag- me 
the General Electric Company, the everybody can use an I. E. S. Better | azines, read articles about them also 
os < ‘ “he in these magazines. But, by and a- ou 
Westinghouse Lamp Company, the Sight Lamp. cross, they actually know little more 
Illuminating Glassware Guild. , . ; about them—prices, qualities and sour- : 
& @ Opportunity for sales and Profits from ces of supply—than you and I know pe 
Over 100,000,000 advertising I. E. S. Better Sight Lamps in 1936 will about airplanes or pect ay amc jm 
be greater than ever because of the fast Cives OF FEMagravure PrcenTs. We Eaew ide 
messages for 1936 8 : : d f th that such things exist but we wouldn’t eas 
P yrowin nation-wide acceptance of the c , i i a 
@ In 1935, 42,000,000 mssseagee wees £ £> * P a _ to go o- ne ge Bo at ein 
a oi , ES. B +h new and greater advertising campaign. them. So with the newly electrically wi 
printed about the I. etter Sight Ic will es elie tl £ emancipated farmers. Their present ts 
wi ay Oo O té 2 Vv é oO : : > > : > 
Lamps. For 1936 over finn mes- oe — knowledge is nix because their pre- or 
ames wilt tee esinend panne tN these facts in your own store program. vious interest has been nil. i 
— € printed, more magazines As an electrical dealer who operated a 
will be used, more insertions will 1. E. S. Better Sight Lamp Makers, 2116 in rural territory, 1 have one sugges- ree 
maintain the continuous program of B. F. Keith Building, Cleveland, Ohio. tion to make and that is General Jeb 
Stuart’s advice—‘Git thar  fu’stest : 
with th’ mostest men”. In other the 
words, I would start today to tell the it 
farmers and suburabanites along lia 
’ J ed the paths of the soon-to-be-constructed an 
“ 2 2AYsS ) power lines something about the vast fol 
mal Ch benefits of electric service, about the m) 
= true ecomomy of adequacy in wiring she 
¥ | and the false economy of skimping, ch 
. y about the disappointments of tinny ap- I 
| pliances and the solid satisfaction in me 
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those which truly and generously 
serve, and about the advantages of 
dealing with a local electrical author- 
ity whose service is convenient and 
whose future is inevitably bound up 
in the good will of his customer-neigh- 
bors. 


Farmers are shrewd traders, but 
also—and this is something very many 
people don’t realize—they have an un- 
canny sense of values. They improve 
their herds because they know that 
it costs as much to feed a scrub as it 
does to feed a pedigreed animal, and 
that the net pay-off is the difference 
between what you put in and what 
you take out. They fertilize their 
land and rotate their crops because 
they know the relationship between 
labor-per-acre and bushels-per-acre. 
They don’t buy a scythe to do the 
work of a reaper, just because the 
scythe is cheaper. They don’t hitch a 
milch cow and a jackass to the plow 
and expect this Tam Thamson’s team 
to do the work of a tractor. Farmers 
are slow thinkers but they are also 
straight thinkers. Offer them true 
value and make them know it’s true 
value, and they will pay a fair price. 


Newspaper Sheet 


The cheapest and most certain form 
of farm-prospect education is a sheet 
in newspaper style which tells this 
solid man about electric service and 
electrical appliances and your relation- 
ship to him, all in sincere and con- 
vincing words. Delete the verbiage. 
Take off the high hat. Set fire to the 
stuffed shirt. Throw the spats into 
the garbage can. Talk as Abraham 
Lincoln talked. 


Your little paper need not be pre- 
tentious—farmers are not greatly con- 
cerned with the platter their meat is 
on, but they are almighty critical of 
the quality of the meat. You can dis- 
tribute such papers at a penny apiece 
to RFD boxholders on the routes 
where the new power lines are pro- 
jected. For an insignificant sum you 
can tell these groping prospects where 
to come for their electrical necessities, 
you can tell them the true economy 
of adequate equipment, and you can 
instill in their minds the understand- 
ing that electric service means human 
betterment—more profit and __ less 
drudgery in their business—more ease 
and contentment in their home. It’s a 
message worth delivering. 

Has it ever been done? Yes—and 
successfully. 


This writer did it when he ran a 
small electrical appliance business in 
rural territory as a sort of laboratory 
to test out some of his merchandising 
ideas. In a stretch of three miles of 
back road where the utility at that 
time did not consider it worth their 
while to run a line, we uncovered 15 
farms ready to use service, 15 pros- 
pects for washing machines, prospects 
for 3 ranges, and what would 
amount to a large truckload of miscel- 
laneous appliances. 


. Rural business rightly belongs to 
the small town merchant. But to get 
it he must establish himself as a re- 
liable authority. That is what I did, 
and to this day farmers and towns- 
folk stop me on the street and ask 
my advice as to what appliance they 
should buy. I merchandised my mer- 
chandise and I merchandised myself. 
I “got thar fu’stest with th’ mostest 
men.” ~ 











-but the world’s 














: ov he * . > \t ‘ 
“CASTLE GEYSER’ — YELLOWSTONE PARK — 250 FEET 


Biggest /Nag aye 





HEN it comes to selling advertised 
WY cootem ... the every-day necessi- 
ties and luxuries of millions... the power 
of the magazine with the biggest circula- 
tion in the world, a circulation that goes 
regularly into the most millions of homes, 
is required. 


Manufacturers who advertise in The 
American Weekly give you this stupen- 
dous circulation support. Every week this 
powerful advertising medium goes into 

an almost unbeliev- 

ca ably large number 

of homes... reaches 

more than 5,000,000 

families... twice as 

many as read any 
other magazine! 


AMERICAN 
WEEKLY 




















MORE THAN NEAREST 
5,500,000 COMPETITOR 
CIRCULATION CIRCULATION 





tops the second biggest by 2tol 


The American Weekly reaches | out of 5 
to | out of every 2 families in the trading 
areas where 70% of all families live and 
roll up a volume of 80 of all retail 
sales that are made! 

What The American W eekly is 
The American Weekly, the largest maga- 
zine in the world, is distributed through 
the 17 great Hearst Sunday newspapers. 

In each of 158 cities, it reaches one 

out of every two families 


In 146 more cities, 40 to 50% of the 
families 


In an additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 30% 
_and it reaches an additional, 1,982,000 
families in thousands of other large and 
small communities. 


THEAMERICAN 


EBKLY 


“*The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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oe 
yom electric refrigerator dealers 


are going places in 1936! With a 
new and expanded line, effective national 
advertising and a forceful merchandising 
program, Hotpoint invites progressive 
dealers to share in increased sales. 

Here is what Hotpoint offers: 

A complete line of 12 models. e New deluxe 
refrigerators with distinctive styling ...strik- 
ing beauty...new convenience features. 
A line with eye appeal and sales appeal. 
¢ Standard household models at lower prices. 


Equipped with the famous Hotpoint Super- 
PAGE 22 








built for years of con- 


Service mechanism... 
tinuous, economical service. e Larger refrig- 
erators for use in food stores, restaurants, etc. 
e Small Thriftype refrigerators at astonishing- 


ly low prices for families of modest income. 


e National advertising program with full 
pages in The Saturday Evening Post. e Ex- 
panded co-operative local advertising for 
your newspapers and for radio and outdoor. 
e Window displays.e New merchandising 
plans to help you sell more with less effort 


and less cost. 


Yes, Hotpoint dealers are going places. 
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Come along! Hotpoint’s easy time payment 
extension plan gives you adequate display 
for little investment. Overnight warehouse 
deliveries. For complete details, clip the 
coupon and mail it today! 
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OME indication of the present 
market for air conditioning in 
the United States is afforded 

in the recent survey of air condition- 
ing recently conducted by ELECTRI- 
CAL MERCHANDISING among 
some 60 important utility companies 
in the country. 

It reveals that the average power 
company surveyed had approximately 
4,000 h.p. air conditioning load at 
present installed on their lines; that 
this same “average” company had in- 
stalled 908.21 horsepower in air-con- 
ditioning in 1935 as compared with 
659.32 horsepower in 1934 — an in- 
crease of 61 per cent. The survey 
also shows that, of the number of 
companies reporting air conditioning 
figures that ‘23.4 per cent had added 
air conditioning to their lines during 
1935. 

The figures for the aggregate num- 
ber of companies replying showed that 
57 of them had a present air con- 
ditioning load of 224,105.96 horse- 
power; that 58 of them had added 
52,676.22 horsepower in 1935 and 
that 47 companies, in the air condi- 
tioning business in 1934 had installed 
32,679.84 horsepower. 


Separate installations 


All but eight of the companies re- 
porting broke down the air. condition- 
ing load to number of separate in- 
stallations made in 1935. The re- 
maining eight broke down the figures 
to show the number of separate in- 
stallations made on their lines since 
they had been in the air conditioning 
business. 

These breakdowns reveal some in- 
teresting facts about the type of es- 
tablishments that have been the best 
market for various types of equipment. 
It shows that, in 54 different com- 
panies, 2,662 separate air conditioning 
installations were made. These instal- 
lations averaged 22.1 horsepower and 
totalled 58,868.39 horsepower. Among 
the types of installations, the largest 
number were for residences—a fact 
somewhat at variance with the popu- 
lar belief that the residential market 
for air conditioning was still a thing 
of the future. The average residential 
horsepower installed, however, is low, 
amounting to 2.0 horsepower. The 
next largest number of installations 
were in the restaurant field; 46 com- 
panies reporting 302 installations av- 
eraging 18.7 horsepower per instal- 
lation. Next come offices where 13 
companies report 200 installations with 
an average of 10.1 horsepower in- 
stalled. The rest follow in order: Re- 
tail stores providing 138 installations 
averaging 18.3 horsepower; office 
buildings providing 130 installations 
averaging 71.2 horsepower; hotels 
showing 61 installations averaging 42.4 
horsepower and department stores pro- 
viding 54 istallations with the high av- 
erage of 109.6 horsepower per installa- 
tion. Miscellaneous and more or less 
unclassifiable installations such as fun- 
eral parlors, clubs, florists, saloons, etc., 


provide a large number. There were 
973 of these miscellaneous installa- 
tions reported by 44 companies and 
averaging 25.5 horsepower per instal- 
lation — a surprisingly high average 
which can only be accounted for by 
the fact that some of them must have 
been surprisingly large. The entire tab- 
ulation printed on the two pages fel- 
lowing give the complete breakdown 
by classifications of establishments. 

To the question—“Do you sell air 
conditioning direct?” 19 companies 
reported that they did and 39 com- 
panies that they did not—leaving air 
conditioning sales to distributors and 
dealers in the territory. On the other 
hand, 42 companies reported that they 
worked closely with local marketing 
agencies in furnishing them with ad- 
visory, engineering and promotional 
service; only 11 companies did not 
provide such service. The extent of 
this service varies widely with dif- 
ferent companies. In some places Air 
Conditioning Bureaus have been form- 
ed as in St. Louis. In others they 
are in the process of formation. Some 
of air conditioning engineers in con- 
stant contact with dealers; others pro- 
vide engineering analysis and layout 
of specific jobs. In one case the com- 
pany provides complete air condition- 
ing specifications for customers re- 
questing it and in another case, the 
company has atempted to standardize 
the design conditions for air condition- 
ing installations in the territory to 
simplify the sales work of the future. 

In many cases, however, it is ap- 
parent that power companies have 
made little or no effort to get actively 
into the air conditioning business either 
through promotional and advisory ser- 
vices to dealers or by setting up an 
air conditioning sales department of 
their own. In some cases, this is due 
to the territory they operate in which 
does not provide any rich field for the 
cultivation of the market. In others 
there is an apparent belief that the 
air conditioning business is not suf- 
ficiently far advanced to warrant a 
market promotion program. In gener- 
al it may be said that the majority of 
the reporting companies have shown 
an active interest in stimulating and 
building this potential great load- 
building market and have. set them- 
selves up to do a job. 

As for the help that power com- 
panies are employing to further the 
air conditioning job in their territory: 
30 companies reported that they had 
a total of 196 air conditioning sales- 
men in their employ on a full time 
basis; 10 companies indicated that 
they had a total of 95 salesmen on a 
part-time basis. This would give us 
an average of 6.5 salesmen for each 
company of which 3.3 salesmen are 
full time and 3.2 salesmen are part 
time. Concerning air conditioning en- 
gineers, 41 companies reported a total 
of 92.5 engineers in their employ and 
7 companies reported a total of 40 en- 
gineers on a part time basis. Some 30 
companies replied to the question on 
compensation of air conditioning sales- 
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In the following two pages, 
ELECTRICAL MERCHANDISING 
presents, in tabulated form, the 
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that close to 3,000 installations 
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men: 22 of the companies pay straight 
salary and the other eight pay varia- 
tions of the salary plus commission, 
salary plus expenses or straight com- 
mission basis. 

Dealers Selling 

The number of dealers actively en- 
gaged in selling air conditioning equip- 
ment is somewhat surprising: 52 com- 
panies reported a total of 421 dealers 
in the business—an average of 8 dealers 
to every central station. Included in 
these dealer figures were 12 distribu- 
tors and some factory branches. 

These dealers are given varying de- 
grees of cooperation depending on 
whether Air Conditioning Bureaus 
have been organized or the degree to 
which promotional plans of the central 
station are perfected through the Elec- 
trical Association method. The most 
valuable kind of cooperation they can 
render would appear to include: en- 
gineering advice, cooperative newspa- 


per advertising and displays; supplying 
prospects dug up by their own men and 
in making initial surveys. 

Naturally, all the help given dealers 
and distributors in selling and install- 
ing air conditioning does not fall into 
any set pattern. If a dealer requests 
help he gets it; if any utility engineer 
can be called upon to supply facts 
about heat loads or capacities, they 
are usually available. The newspaper 
and direct mail advertising program 
is a continuing and necessary part of 
the job. 

An important element in the growth 
of the air conditioning business is 
financing accomodation. Here the util- 
ities have not yet seen their way to 
extend any specialized service to the 
industry: 37 of the reporting com- 
panies did not finance air conditioning 
sales and 19 provided such service. 
Most of the companies sold on a 24- 
months basis. 
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RESTAURANTS |BEAUTY PARLORS 
Vresent | Approx. Approx. 
A.C.Leed | H.P. Added |H.P._ Added Aver Total Aver Total Aver. Total Aver. Total Aver. Total Aver Total 
COMPANY in HP. 1935 1 Mo. HP. H.P. | No. HP. H.R. [No H.P. H.R. INo. HP. H.R. | No. HP OLR | No HLF OH? 
Alabama Pw. Co. Birmingham, Ala................- 1,209 402 178 4 245 9 -- _ _ _ _ } 
Arkansas P. & L. Co., Pine Bluff, Ark. ............ 264.5 229 13 — 4 14 56 — 9 3 -- -— 
Pacific G. & E. Co., San Francisco, Cal. ............ 4,624 69) 407 — No breakdown — — — — — 
San Joaquin L. & P. Co., Fresno, Cal. .............. 1,732.78 394.28 111.15 — 7 633 44.31) 1 1.75 1.75 —_ — —_— 
Pub. Serv. Co. Colorado, Denver, Colerade.......... 1,007 9 26 3 20 60 S 3s 10 — -_ — — 
Southern Colorado Pw. Co., Pueblo, Colorado........ 112 35.5 22 1 5 5 1 86 ~ — — -- — 
Hartiord El. Lt. Co. Hartford, Comm .............- 1,002 172 507 — 48 32 s 3 7 —_ — — 
Potomac E. P. Co., Washington, D.C. .............. 27,590 7,033 9,442 7 32.1 225 17 158 2686] 1 11 il ae 5 76.2 381 20 «5.5 110 
Sevannsh E. & P. Co., Sevannsh, Ge. .............. 248 33 0 — — o— _ pe _ 
Central Ml. BE. & G. Co., Rockford, Ml. ..-......... 97.5 62.5 35 —No breakdown — ans = _ _ . 
Central Ill. Pub. Serv. Co. Springfield, Ul........... 173 158 15 —_ 6 12.5 75 — = as a 
Commonwealth Edison Co. Chicago, Ml. ..... ye 48,614 5,240 5,410 2 74 148 | 47 21.3 1,000 7 64 45 1 3 3 -- 27 23.5 639 
North. Indiana Pub. Serv. Co. Hammond, Ind... .. . 320 65 100 —- 1 42.5 42.5 _ - -_ — 
‘ is P. & L. Co., Indianapolis, Ind. -......... 2,800 1,400 880 — 7 1s 105 1 4 4 1 6 6 _ — 
Kenses E. P. Co, Lawrence, Kan. ................. 372 55 18 -- 1 10 10 ones _ ow — 
Kansas G. & E. Co, Wichita, Kan. ................ 1,495 513 200 6 19 114 15 102 8153 — 3 3 9 _— 32 381216 
Cons, G. E. L. & Pw. Co., Baltimore, Md. .......... 7,783 2,202 1814 - 27 21.9 591 5 78 39 —_ 32 93.4 2,991 $1 168 856 
Potomac Edison Co., Hagerstown, Md. ........... 135 $8 25 = @s 9 1 6 6 s 2 2 on 1 12 12 7 75 5.25 
Edison Elec. ll. Co., Boston, Mass. ................ 8,938.5 1,501.5 2,711 3 343 103 | 10 224 224 _ 4 5 _ _ 
Uniced El, Lt, Co, Springheld, Mass. ............-. aralabie prio 248.5 Seuresnoe | 1 29 = 20 | 3 106 32 4 - a - 
© jan. 
Detroit Edison Co. Detroit, Mich. ..............-. 13,150 1,165 |No record 2191 382 8 13 104 -- — — — 
Mississippi P. & L. Co., Jackson, Miss. ............ 138.3 98.5 38.5 — 1 20 20 2 5.5 il = _— _ 
Consumers Pw. Co., Jackson, Mich. ............... 733 220 408 1 13.5 13.5} 8 567 454 wt — 734 243.3] 28 9.35 262 | 
St. Joseph Ry. Le. He. & Pow. Co., St. Joseph, Mo... . 220 65 30 1 28 28 2 6 12 - a “a -- 
Union L. & P. Co., St. Lowis, Mo. ........... 5... 14,081 5,266 1,260 2 162 32.4) 16 20.5 328 1 3.3 3.3 in _ _ 
Missouri P. & L. Co. Kansas City, Me. ............ 200 110 90 — 211 22 a ae 2 65 130 1 2 2 
Pub. Serv. Co. of New Hempshire, Manchester, N. H 70 41 7 -- 2 122 24.5 as —_ 2 6 % —_ 
Jersey Central P. & L. Co. Asbury Park, N. J....... 110 85 25 -- 1 @ (1) ame ae = —_ 
Elmira Lt. He. Pw. Co., Elmira, N. Y. ............. is 12 6 2 4 8 — ome mics _ — 
Brooklyn Edison Co. Brooklyn, N. Y. ............. 7,286 1,824 Noe available Revising records Breakdown not available 79 installations 
Long Is. Le. Co, Suffolk County Div. N. Y......... 10 5 5 _ — eet _ a ro 
American G. & B. Co, New York, N.Y. .......... pes gien | Gotend | Stereiven Statistics not kept 
Rochester G. & E. Corp., Rochester, N. Y. ......... 2,493.25 602.25 513 1 il 11 3 13.2 394| 1 (aot given) -- _ i 
Union G. & E. Co, Cincinnati, Ohio ............... 7,932.75| 2,451.32) 1,309.75 -- 6 3994 3564 -— — —_ es 
Columbus Ry. P. & L. Co., Columbus, Ohie ........ 2,529 323 752 1 35 35 4 68 27.2 — —— _ = 
Toledo Edison Co, Toledo, Ohio ............000< 4 1,901 426 0 1 80 80 217 34 — 1 3 3 1 6 oo | 4 15 60 
Oklahoma G. & E. Co., Okiahoma City, Okla. ....... J 2,423.8 831.24 350.01 — 4 15.75 63 — 1 3.1 3.1 — 16 598 NN 
Pub. Serv. Co. of Okla, Tulsa, Okla. .............. 1,104 304 177 — 1 6 6 1 8.5 8.5 — -- -_ 
Northwestern Bl. Co. Portland, Ore. ............... 300 BI 50 — 1 10 10 i 22 22 — _— _ 
Phila. El. Co., Philadelphia, Pe. .................., 21,885 4,640 2,267 2 31.5 63 13 284 369.2 _ 2 1 2 ~- om 
Penn. Central Lt. & Pw. Co., Altoona, Pa. .......... 20.25 6.25 0 — — — _- _ ” 
Penn. El. Coe., Johnstown, Pa. .................... J 26 26 0 2 6 12 . 2 3.5 — — — — 
Duquesne Lt. Co., Pittsburgh, Pa. .............. t<ee) 5,539.75] 1,343.25] No record _ 12 26.5 318 4 13.75 55 3 16 32 1 160 160 19 3 57 
West Penn. Pw. Co., Pittsburgh, Pa. ............. 286.45 113.05 27.9 — 1 18.5 11.5 _— -- 4 23.75 95 
Blackstone Val. G. & L., Pawtucket, R.L ......... 209.5 0 36.18 -- — -- _ 2 692 1385) 2 25 5 
Seuth Carolina Pw. Co., Charleston, S. C. .......... 120 10 0 — 1 10 10 —_ — —_— _ 
Tenn. El. Pw. Co, Chattanooga, Tenn. ............ 1,625.75 509.75 146 1 24 24 4 18.75 75 2 45 9 — = 9 5.1 46.25 9 
Southwestern Pub. Serv. Co., Amarillo, Texas ...... 30 28 2 _ 1 10 10 -- _— —- — 
Galf States Uti. Co. Reaumont, Texas ........... | 558 243 60 1 47.5 47.5} 2 20 40 — 2 5 10 — _— 
‘Dallas P. & L. Co, Dallas, Texas ....2............. 5,073 1,234 440 3 498 14941 4 88 35.2 — oo — — 
El Paso Elec. Co. El Paso, Texas ................ j 525.5 44 69 — — — — — -- 
Houston L. & P. Co., Houston, Texas ............. 7,032 2,724 361 2162.5 325 2 19.25 38.5 — 1 65 6.5 _— _— § 
Virginia E. & P. Co., Richmond, Va. ............. 4 4,950 1,590 1,290 ome 8 11 88 2 8 16 — -- : 
Washington Wt. & Pr. Co., Spokane, Wash. ....... ] 2,600 692 276 1 12 12 — — — — 6 15 9 | 
Milwaukee EL Ry. & Lt. Co, Milwaukee, Wise.....| 3,576.88} 384.55] 135.53] 1165.5 165.5] 1 10 10 -- -- — 6 245 147 
Wisconsin G. & E. Co., Racine, Wise. .............| 6 4.5 45 _ - — _ _— — 
Wise. P. & L. Co, Madison, Wise. ............... | 50 11.33 0 = 1 3 3 . : 
West Texas Utilities Co., Abilene, Texas ......... .] 130 79 30 2 145 29 8 7.75 62 3 3 / 
Kansas City P. & L. Co., Kansas City, Mo. ........ | 7,177.5 | 3,640.75 993.5 | 7 64 448 | 35 23 805 5 45 22.5 
Sierra Pacific Power Co. Reno, Nev. ............. j 200 150 50 -_ 2 5 10 _ 
Be, 5 Fo ee iy 4,838.96) 52,896.22) 33,1 62 419 2,598.3)310 184 569841] 37 7.1 
Gos) | (59 Cos} (47 Cos) | (27 Cos) (47 Cos) | (17 Cost 
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MODEL 2B (Right)—the biggest, fastest, wringer-agitator washer 
ever offered at any price. New Agitator with higher and wider 
scrubbing vanes. A new-type ‘Flexor’ tub. New washing speed 
and thoroughness. Easy Super-Safety Wringer with Guardian 
Bar release gives automatic protection—throws rolls apart on 
contact—stops rolls revolving—prevents accidental restarting. 
Another marvelous Easy item in the ‘‘quality’’ market which Easy 
dealers dominate everywhere. 


Price to user $89.50, except in the Far West 





To sell the 


FARM MARKET 


Any Easy model may be had 
equipped with a depend- 
able gasoline motor for use 
in localities where electric 


current is not available. 
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Beautiful New Streamline EASY 


MODEL 1B (Left)—the beauty star of the 1936 line—the ace of al 
Easy Washers. Has the proved advantages of the Easy Spiralator. 
Also the massive new and exclusive Easy Super-Safety Wringer— 
first time shown—a patented feature with six super-functions. 
Should any object be caught in wringer rolls, pressure is auto- 
matically released—gears unmesh and rolls stop. Wringer rolls 
are put back into operation by a mere flip of a lever, without 
readjustment of tension. 

New quietness is attained by a perfection of gear fitting never 
before attained in a washing machine. It simplifies service prob- 
lems—assures lifetime performance. A sure profit-winner in the 
quality market. Price to user $99.50, except in the Far West. 


i LA 
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The home laundry appliance business is enjoying a 
marvelous boom . . . and do Easy dealers know it! Our 
September sales record (machines made, delivered 
and sold) totaled the highest volume in EASY history— 
a marvelous record. But—October sales exceeded 
even September's record high—and as we go to press 
the mark is still clmbing—up!—up!—UP!!! 

Our new 1936 Easy Line tops last year’s line in many 
ways. Beyond a doubt Easy is the ‘‘Money” Line for 
1936 as it was in 1935. If you want your share in this 


EASY 


Biggest year in history in 1935 
The “Money” Line for you in 1936 





WASHERS 


&EIRONERS 


opportunity—if you want to be “in the money’’—get 
the Easy proposition at once. It’s all explained and 


illustrated in this big book of 
Easy Plans and Opportunities 
for 1936. Have you seen 
it? If not, write or wire at once. 
The Easy franchise for your 
locality may now be available. 
The Easy Washing Machine 
Corporation, Syracuse, N. Y. 











MODEL 3B—One of those sensational Easy values MODEL 4B—The lowest priced washer in the Easy 


that enable you to compete in a ‘‘price’’ market. line, in new modern dress. New EASY Turbolator 
New, modern design, equipped with EASY Safety washing action—most positive agitator of water and 
Wringer and the new Easy Turbolator washing action. clothes ever offered in a washer at less than $100 





&IRONERS 
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MODEL 2DS—Combines patented Easy Spira- 
lator washing action with the exclusive Easy 
Damp-Dryer water extractor. The fastest 
washer in the world—absolutely safe. 


MODEL 2U—Easy’s famed and exclusive Vac- 
uum Cup Washing Action—used in more than 
1,000,000 homes — now combined with the 
Easy Damp-Dryer method of water extraction. 





Also a complete line of completely modern 


IRONERS 


designed and priced to compete in all markets. 
The big home laundry appliance of the future. 
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GENERAL @ ELECTRIC 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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A SMASHING DRIVE 


to make sales for G-E Home Laundry Dealers! 


This drive will open up your market — 
make NOW prospects out of MAYBE’S 
— get valuable local publicity for you — 
increase your store traffic — give you an 
excellent prospect list for future sales .. . 
and make immediate sales! It will make 
customers ASK your salesmen into their 
homes. 

This drive will be completely organized 
— powerful — successful! Every assistance 
for your profit will be extended. No cam- 
paign ever staged by General Electric Home 
Laundry Equipment will equal it. Get 
into the OLD TIMER SALES DRIVE! 

Don’t overlook this opportunity. If you 
do not sell G-E Home Laundry Equipment 





now, start with this drive. The G-E Line 
with its 6 Major Features is unequaled in 


the industry. 


IT STARTS NEXT MONTH. 





General Electric Co., 
Bridgeport, Conn. 

Gentlemen: Please send me 
more information. 


Dealer’s Name.....................-++++ 





HOME LAUNDRY EQUIPMENT 
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Number of Wired Homes (domes- 
tic customers) in Milwaukee County 
—166,287. 

Sales of Appliances: 


1935 1934 
Refrigerators ...... 5500 7000 
ee a aii 5700 4800 
Se ae ‘ 600 500 
ES eee 16000 9000 
Radio Sets ....... 21500 19923 
i 1450 1001 
Water Heaters .... 675 617 


Estimated Degree of Saturation of 
Major Appliances: 


Homes Homes 

Owning Without 
Refrigerators 41,500 128,500 
Ranges . 8,700 162,000 
Water Heaters .. 1,800 168,000 
Radios ......... 161,000 9,000 
Ironers ......... 6,500 163,500 
Washers ...... . 137,500 32,500 
Cleaners ...... 000 65,000 


Number of Specialty distributors 
and Specialty dealers in territory: 
NEED, coon ce cesascncen« 24 
ere a, an 
Estimated aggregate volume of do- 
mestic electric appliance business for 





1935 $4,000,000 
Basic Market Data: 
No. of Automobiles ...... 136,851 


No. of Radio Sets ........ 175,000 
No. of Tel nes 
o. of Telepho 76.302 


(Residence Subscribers) . . 
Domestic Rate Schedule: 

Fixed charge—65c gross, 60c net 
per month for each meter installed. 
plus an energy charge per KW Hr. 
as follows: 


Gross Net 
First 50 KW hrs. 3.45 3.25 
Next 50 KW hrs. 2.95 2.75 
Next 100 KW hres. 2.20 2.00 
Excess KW hrs. 1.95 1.75 


Special Flat Rate Controlled Electric 
Water Heating Service: 

_ $1.89 per month per KW of Con- 
nected load of the lower heating unit 
except that the gross monthly charge 
shall not exceed 1c per KW hr. In 
the event that energy used within a 
month at the rate of Ic per KW hr. 
is less than $1.89 per KW of connect- 
ed load of the lower heating unit, the 
customer is billed at the rate of Ic 
per KW hr. 


Campaigns Completed During 
1935: 


All of the usual so-called campaigns 
were abandoned from our policies dur- 
ing the past year. Instead, a new em- 
phasis was placed on planned and or- 
ganized selling to be conducted on a 
sustained basis. To be sure, individual 
concerns conducted their own sales 
campaigns and these were encouraged, 
and direct assistance in many cases 
was rendered by the League, but it 
has been our theory that appliance 
selling is passing through a transition 
period and that the greatest stress 
should henceforth be laid at the point 
of sale rather than in general promo- 
tion and advertising. To this end, 
therefore, we have directed our efforts 
during this past year towards estab- 
lishing the dealer on firmer ground. 
That is, we have tried to help him in 
his determination of inventories both 
as to the variety of items carried to 
give volume as well as store traffic, 
and also proper turnover ; likewise we 
have pointed out the need for good 
store management including account- 
ing, cost records, store displays, etc. ; 
we have demonstrated too the para- 
mount importance of adequate and 
proper training of salesmen and how 
to apply intelligent selling in the field. 
We have, moreover, helped the dealer 
to utilize to greater advantage the pro- 
motions carried on by manufacturers, 


W. O. Zervas 


Secretary-Manager, 
Electrical League of 
Milwaukee 


and how to benefit more directly from 
the various co-operative industry ac- 
tivities. The result of this educational 
work has been that today there are 
perhaps fifty good substantial electric 
dealer outlets in Milwaukee who are 
doing constructive advertising and 
maintaining progressive retail estab- 
lishments. A year ago there were per- 
haps one-half that many representa- 
tive businesses and a much larger num- 
ber of concerns whose business prac- 
tices, ethics, and conduct never con- 
tributed much to setting the plane of 
standards which the appliance business 
deserves. 


Shows and Exhibitions Con- 
ducted: 

One of the country’s outstanding 
community expositions is the annual 
Milwaukee Home Show now in its 
14th consecutive year. The League has 
occupied a prominent place in the 
management of this show and under- 
takes full responsibility for the elec- 
trical exhibit in this exposition, which 
is, each year, one of the high light at- 
tractions of the show. A total attend- 
ance of over 100,000 high calibre vis- 
itors were drawn to the auditorium 
last year,. and immeasurable direct 
sales value accrued to our industry. 
All of the representative electrical dis- 
tributors in our territory participate, 
and dealers tie in as sales representa- 
tives on the floor. 

Anothef annual show in which the 
League plays an important part is the 
Food, Radio and Appliance Exposi- 
tion. In this case as in the Home 
Show, an attractive electrical section 
is developed each year. The attendance 
at this exposition is likewise over 
100,000. 

The Milwaukee Sentinel Cooking 
School which attracted 60,000 per- 
sons was, this year for the first time, 
an all-electric enterprise. Because of 
its especially high standard and splen- 
did demonstrations this School has 
been proclaimed to be one of the very 
best of its kind in the country during 
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1935. In this case, as in the others, 
the League was an important co-op- 
erating factor. 

Prior to 1935 the League sponsored 
innumerable small cooking demonstra- 
tions (75 during the year) among 
church groups, clubs, ladies’ organiza- 
tions, etc., as well as cooperative cook- 
ing schools and refrigeration shows 
which drew between 3,000 and 6,000 
visitors. These were, however, dis- 
continued the past year in favor of 
demonstrations conducted by individ- 
ual dealers, and the larger shows as 
mentioned above. Dealers are, how- 
ever, conducting many small demon- 
strations in their own stores, in church 
or club halls, or in theaters, the results 
from which have been very satisfacto- 
ry. The best indication of the value 
of this type of promotion by the 
League is found in the fact that range 
sales for Milwaukee were increased 


50% over 1934. 
Range Selling Practices: 


Present range selling: practices in 
Milwaukee consists of direct selling 
on the part of the utility of two 
makes of ranges. They also have deal- 
er contact men available to assist deal- 
ers in developing and closing sales. 
There is no rental, trial, or trade-in 
plan in effect. A bonus amounting to 
$3.00 per KW of connected load is 
offered to dealers to apply against the 
wiring costs. The total cost of a 
change of service and range run 
amounts to approximately $48.00 and 
it is the accepted practice for all deal- 
ers to mark up the list price of the 
range $25.00 in order to quote a to- 
tally installed price. 

Co-operative advertising is run at 
various times in connection with 
shows, etc., but no set program is in 
effect whereby the utility appropriates 
funds for this purpose. 

Financing terms are offered by the 
utility on the following plan: 1/36 
down payment, with three years to 
pay olan carrying charge. Financing 
covers wiring costs. 









































Average Annual Residential 
sumption: 

The average annual residential con- 
sumption for Milwaukee County was 
707 KW hrs. for 1934, and 796 KW 
hrs. for the 12-month period ending 
Oct. 31, 1935. 


Types of Retail Outlets doing 


Major Part of Business (Es- 
timated) : 


Department Stores ...... 40% 
ee 20% 
Hardware Stores ........ 5% 
Specialty Dealers ........ 25% 
Furniture Stores ........ 10% 


Percentage of Urban to Rural 
Customers: 

Practically all urban. Only 50 ru- 

ral customers in Milwaukee County. 


Other Information: 

It is significant to point out the im- 
portance of the local power company’s 
“Free Electricity Plan,” in stimulat- 
ing the sale of appliances. During the 
months from April to June of 1934 
the utility offered their customers to 
use as much electricity as they desired 
over their March amount at no addi- 
tional cost. Exerted effort was put be- 
hind the sale of portable heaters, cof- 
fee makers, and roasters, among all 
dealers, which resulted in an increase 
of 10.8% in the KW consumption of 
residence users in the five month pe- 
riod succeeding the campaign over a 
corresponding period of the previous 
year. In 1935 the plan was repeated, 
but for a longer period namely, April 
to October. Figures are not yet avail- 
able but the plan proved even more 
successful. At the present time a “10 
for 1 Plan” is in effect which allows 
customers to use twice the amount 
of energy which they used in a cor- 
responding period last year for only 
10% more of their last year’s bill. 
This plan will continue from Novem- 
ber until June 1936. 

The net result of these several ac- 
tivities have increased the sale of all 
electrical appliances in this territory 
at least 50% over last year. 
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R. and Mrs. Ralph Borsodi, 
accountant and home econ- 
omist, blazed a trail in show- 


ing how the family pay check could 
be stretched by home manufacture 
with modern, labor saving electrical 
appliances. 

Out west, at Kansas State College, 
Professor Myrtle Gunselman of the 
world’s first school of home economics, 
is reducing the formula to a common 
denominator under actual living con- 
ditions. 

In two houses, occupied by groups 
of students, experiments are carried 
on and records kept to discover 
whether theory jells in practice. Ula 
Dow cottage has furniture and equip- 
ment valued at $900, and four stu- 
dents and an instructor live as if the 
family income was between $1,000 
and $1,500. The Ellen H. Richards 
lodge has furniture and equipment 
valued at $1,800, and four girls and 
Miss Gunselman operate as if on an 
income between $2,400 and $3,000. 
At intervals the class, called the Home 
and Home Management, changes 
houses. 

Professor Gunselman is not trying 
to prove anything with the facts which 
her activity is uncovering. They may 
or may not be published. 

Moreover, the conclusions printed 
in this story are not statements re- 
leased by Kansas State College. Elec- 
trical Merchandising simply realized 
that here, under actual living condi- 
tions, were far more figures than any 
housewife keeps. It was felt that here 
might be found the practical proving 
of facts which Mr. and Mrs. Borsodi 
uncovered in their expert laboratory 
home. 
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ABOVE 
Here is the $2,400-$3,000 in- 
come home. Books are kept 
on each operation. 


RIGHT 
The old ice box costs $5.06 a 
year more than a $216 elec- 
tric refrigerator, a time study 
shows. 


BELOW 
Professor Myrtle A. Gunsel- 
man’s class operates in real 
homes. 


Su, with a view of presenting a 
comparison between ice and electrical 
refrigeration, one segment of life in 
the two cottages is presented. The 
electrical equipment consists of the 
following: 

Ula -* Cottage ($1000 in- 
come family) 

Lights 

Washing Machine 

Fans (during summer) 

Ellen H. Richards Lodge ($2- 
400 income family) 

Lights 

Washing Machine 

Two radios 
Toaster Waffle Iron 

Refrigerator Vac. Sweeper 

Fans (during summer) 

The cost of electricity for Ula Dow 
cottage is 55.4 kwh per month on the 


Iron 


Radio 


Iron 
Ironer 
ffee Perc. 













average, amounting to $3.55 a month 
average. 

The Ellen H. Richards Lodge av- 
erages 124.8 kwh per month, cost- 
ing $5.64 for electricity. No record 
on current consumption of the refrig- 
erator is kept but it is estimated that 
electrical bills have gone up approx- 
imately $1 a month since the refrig- 
erator was added. 

t of food preservation for 
$1000 income family. 


Depreciation on ice box 
(allowing 15-year life) $ 2.33 
Ice per year 21.50 
Total cost of ice  ————~— 
refrigeration $23.83 
Now look at the Ellen H. 


Richards Lodge: ($2400 income 
family) 
Depreciation on $216 Norge 




















fansas Proves 


Refrigerators 
Save Money 





refrigerator (estimating 15-year 
life) $14.40 

Interest on $181 (difference 
between $35 ice box and $216 
refrigerator) at 6% 10.86 

Electricity, 12 months 12.00 

$37.26 

“Ah ha,” you say, “it does cost 
more to have an electric refrigerator 
rather than an ice box.” But that is 
where the catch comes in, the old 
joker that blows a lot of things sky- 
high. The girls in these two houses 
have discovered something. 

These students, who unlike the 
housewife, keep books on themselves, 
found that with the ice box they made 
six shopping trips a week, of 25 min- 
utes apiece. This is 2% hours a week 
or 130 hours a year. If you will ad- 
mit that a wife’s time is worth as 
much as a stenographer’s — $15 a 
week, or 39'%4c an hour—you will see 
that $51.35 worth of time a year is 
invested in grocery shopping. Jump 
over to the books of the family that 
has an electric refrigerator and you 
will find that they made only two 
shopping trips a week of 50 minutes 
each, which is 1.6 hours a week, or 
82.2 hours a year. At 39'%4c an hour, 
that is $32.80 worth of time con- 
sumed. In short, the woman who owns 


(Please turn to page 73) 
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1936 BUYING 
DECISIONS 


Factors that will influ- 
ence the purchase of 


REFRIGERATORS 
RANGES...IRONERS 
and OIL BURNERS 


By John S. Knapp, 


Vice President in Charge of Sales 
Norge Corp., Detroit, Michigan 


a stranger the way to the station. 
He gave me elaborate directions 
which I closely followed and found 
that I had reached the wrong station 
and was four miles away from where 
I intended to be. I missed the train. 

How often this happens in selling. 
The retail salesman, relying upon ela- 
borate instructions of those who are 
mistaken as to the consumers view- 
point, wastes time and effort without 
getting anywhere near what they want 
to accomplish and through no fault of 
their own, miss the train. 

Nothing is more important in sales 
management today than to research 
the expressed desires of the consumer, 
and upon that factful basis, supply the 
organization with selling directions 
tuned closely to buyers interest, by the 
use of which each retail salesman will 
have the confidence that he is arriving 
somewhere in his selling practise with 
the least effort and waste of selling 
talk. 

Nothing is more important, in this 
very fortunate year ahead of us in 
1936, than to come even closer to our 
appeal to consumer interest. With the 
amazing buying intent evident, we can 
make 1936 our biggest year if we sup- 
port the retail salesman. And he will 
need it because with greater public 
confidence reflecting itself in more 
energetic buying of all things, unless 
he comes close to the particular desires 
and needs of consumers, he may find 
their buying power usurped by other 
industries and products. For example, 
nothing is more important in 1936 
than that the appliance salesman shall 
point out to each prospect that, irre- 
spective of anything else she may de- 
sire to buy, she can own a new refrig- 
erator, range, washer or ironer be- 
cause, through their intelligent use, 
she can create savings which make 
them self-financing investments. Thus, 
even though the family buys an auto- 


if a strange city years ago, I asked 


mobile or a radio which creates no 
use-savings, and are therefore direct 
drains on the family purse, if appli- 
ance story is well told, she can be con- 
vinced that she can also own these 
other appliances which mean so much 
to the enrichment of her homelife in 
1936. 

It has been the Norge practise for 
years to conduct the greatest survey 
which is probably made, of consumers 
and dealers in any industry, in or out 
of the appliance field. This year, the 
Norge marketing study, reflecting con- 
ditions as of November 10, 1935, in- 
volve interviews, with 35,000 general 
consumers ; 2,000 dealers of all types; 
6,000 Norge dealers; 8,000 retail 
salesmen ; 400 wholesale men and 30,- 
000 owners of refrigerators, washers 
and ranges. And, in all of the 986 im- 
portant deductions which have been 
made from this market study, no one 
is more important than that discovered 
when we asked those who declared 
their intention of buying a refrigera- 
tor, washer, ranges, oil burner and 
ironer in 1936, to name the factors 
which would be most important to 
them in reaching a buying decision. I 
give you the results of this phase of 
our survey herein. 

At first glance, one would think 
that we would keep these findings 
secret and selfishly advantageous to 
ourselves, having spent the great time, 
effort and expense to gaining them. 
But I give them to you about as 
quickly as to the Norge organization 
in the hope that they will help all of 
us come closer to the consumer inter- 
est and therefore successfully over- 
come the competition of other indus- 
tries for the consumer’s dollar which, 
unless we get started with more effici- 
ent selling of an aggressive type early 
in 1936, may take appliance volume 
away from all of us. And from the 
success of all, the betterment of any 
one in the field is thus strengthened. 

We have been surveying non-own- 
ers of electric refrigerators for the 
past three years to find the factors 
which would influence their decision 
to buy during each succeeding year. 
It is interesting to compare results and 
to notice the shift that is occurring in 

(Please turn to mext page) 
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FACTORS WHICH WILL INFLUENCE 1936 BUYNG DECISIONS — 


GMB 1935 Survey 





Convenience 
in 
Mechanism 
Economy 
Company Standing 
Beauty 

Dealer Standing 
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44 From this day on, I'm going to be in the 
public eye—and on the public's shelves. 
With natione! magazine and radio adver- 
tising behind me—thousonds of people 


“And thet’s news that will start the 
quverters flowing inte stores that corry me 
—eor ll certainly be missing my guess! // 


ULF Electric-Motor Oil is 

a special new product— 
made specially for use in elec- 
tric refrigerators and washing 
machines. It's one of those rare 
items—a “specialty’’ product 
with a market as wide as the 
Atlantic Ocean! 


need. Why? Because it’s neither 
too light nor too heavy—dat 
exactly right for this particular 
job of lubrication! 

Gulf Electric-Motor Oil is a 
fine Alchlor-processed oil that 
comes in generous half-pint 
cans with handy spout and sells 
There are 15,459,000 wash- _ for only 25c. 
ing machines and electric re- 
frigerators in the U. S. and Gulf 
Electric-Motor Oil is the one oil 
made that will meet this special 


Get the low down on the plus- 
profits story of Gulf Electric- 
Motor Oil by filling in and 
mailing us the coupon—today. 








~ 





GULF REFINING COMPANY, 3800 Gulf Building, Pittsburgh, Pa. 
Gentlemen: 


Name 


I would like to know more about Gulf Electric-Motor Oil. Please send me full particulars. 





Address. 








City. State 
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buying interest. The result of the last 
three surveys are: 


Reason 1934 1936 1935 
(based on (based on (based on 
15,499 5,278 21,043 
mentions) mentions) mentions) 
Convenience... 16.2 16.6 26.3 
Mechanism .... 15.4 15.3 14.6 
Economy ........ 31. 31.0 31.0 
Maker ..... 10.0 11.7 10.4 
Beauty ............. 8.5 7.1 6.4 
BOG cnstsensnenie Whale 6.9 4.6 
Price ............... 5.0 0.2 0.2 
Other reasons. 7.1 11.2 6.5 


From the comparative standpoint, 
careful study of the above table in- 
dicates the growing importance of con- 
venience features as a determinant of 
the purchase. However, it is interest- 
ing to know, that a great majority of 
the women interviewed dwelt upon 
the desire for an individualized flexi- 
bility. In other words, the height of 
convenience to them, often meant a 
refrigerator interior that was not too 
heavily standardized to prevent its 
arrangement along lines best fitted to 
the eating and storage habits of the 
individual family. 

Mechanism, over the spread of 
these three years, is a high ranking 
factor and is almost steady in its im- 
portance. Likewise, economy (the 
highest ranking factor) is steady in 
the dominance it holds as a buying 
reason. 

The standing of the maker has de- 
clined somewhat, compared to the past 
two years. This is also true of the 
standing of the dealer which has 
grown quite seriously in relation to 
the reaction of these housewives who 
declared an intent to buy in 1936. 

The interesting thing is that beauty 
has aggressively declined during the 
past three years, indicating that the 
public is well satisfied with the high 
style standards that are set in the re- 
frigerator industry and believe that, 
within general limits, all competing 
refrigerators are smartly styled. Yet, 
there are those in the industry who 
have recently bulletined widely on the 
basis that style would be a greater 
factor. 

One of the most significant things 
is the low place which price has come 
to have in the minds of these buyers 
in reaching their purchasing decision. 
It was a small factor in the 1933 de- 
cision (only 5 per cent) and had sunk 
to 0.2 per cent in this year’s consider- 
ation. is same relative rating is 
found in the 1936 indication for there 
were only 15 price mentions out of 
nearly 6,000 prospective refrigerator 
buyers interviewed. 

Certain uninformed sources have re- 
ported a probable tendency towards 
greater price competition in 1936. 
This is not indicated as needed, and 
will show poor thinking on the part 
of the retail salesman, dealer or manu- 
facturer who emphasizes it in 1936. 

One of the most significant compar- 
ative interpretations that arises from 
this three year Norge survey among 
non-owners of refrigerators who de- 
clared their buying intent for the next 
year, is a comparison of the rating 
which the six leading factors of con- 
venience, mechanism, economy, maker, 
beauty and dealer, occupied to the 
total rating. In the consideration of 
the 1934 buyer, it represented an im- 
portance of 87.8 per cent. These six 
gained a little in importance in the 
1935 purchasers find, occupying a rat- 
ing of 88.6 per cent. Now, as a result 


of this recent Norge study, it is seen 
that they occupy a position of 93.3 
per cent in the 1936 buyer’s mind. 

In other words, any salesman who 
confines his attention to them and is 
able to establish vital differences and 
plus values in relation to the six in 
the buyer’s mind, should be able to 
capture more than nine of each ten 
competitive solicitations in 1936. 
There is, really, no reason why he 
should add any other main points to 
his selling arguments. Give him a 
chance, by focusing upon these, to con- 
clude a sale most satisfactory, because 
it is closest to the consumer interest 
in the shortest amount of time with 
least talk, because he is centering upon 
the relevant and is not scattering the 
attention of the prospect or himself 
on matters which have little interest. 

is becomes even more important 
when a comparison of the average 
number of reasons to be considered by 
the average prospect is made. In the 
survey measuring the 1934 situation, 
the average number of buying reasons 
reported was 1.22. This increased to 
1.43 in the study governing 1935. In 
relation to 1936 buying Tabits, the 
average number of reasons reported is 
1.35. In other words, if the adroit 
salesman is able to isolate the one or 
two reasons which the housewife is 
most interested early in his approach, 
by centering upon them, he can 
further simplify his selling technique 
and assure himself of success. 

Now, in relation to the actual buy- 
ing reasons for 1936, it is interesting 
to observe that the most dominant 
factor that will control the decision is 
economy. non-owners state that 
they will buy in 1936 in relation to 
economy by judging use savings and 
economy of operation on about equal 
basis, the rating being use savings, 17 
per cent and economy of operation, 14 
per cent This indicates that there is 
a growing attention to the use savings 
created by electric refrigeration and 
points out the great importance, par- 
ticularly in 1936, of the demonstra- 
tion by retail salesmen that an electric 
refrigerator will pay for itself from 
the difference in its operative cost, 
compared with ice, the elimination of 
food spoilage, the use of left-overs; 
the ability to take advantage of Satur- 
day bargains and to offset rising food 
prices through quantity marketing and 
storage. It is this ability of the elec- 
tric refrigerator to pay for itself which 
will permit it to entirely escape the 
more virulent competition of other in- 
dustries for the consumer dollar in 
1936. An electric refrigerator really 
costs more not to own. 

Never before this year, has Norge 
extended its survey to include other 
appliances than electric refrigeration. 
But, looking into the 1936 market, 
with an established policy to actively 
campaign such other Norge products 
as washers, ironers, kitchen ranges, 
oil burners and other home conveni- 
ences, we enlarged the dimensions of 
the Norge study this year to ask this 
same question of those who declared 
their intention to buy these other 
products in 1936. And I give you the 
results of this survey: 

First, let us consider the buying 
factors that will most control the de- 
cision in relation to the kitchen range. 
This is based upon interviews with 
7,645 housewives; a sufficient number 
to establish an authoritative conclu- 


sion. The buying reasons they state 
are: 
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BUYING REASONS COVER- 
ING KITCHEN RANGES 
IN 1936 
Economy 22.5 
Efficiency i 
Convenience Features .........0000.. 
Cleanliness 
Beauty 
Maker 
Flavorful Cooking ........cccccccssnn 
Use-savings 
Dealer 
Price 
Mechanism 
Safety 
All other reasoms....inaecoecccscssssoeeeeeersesee pa 

The widespread popularity of the 
electric refrigerator in the past two 
years has enlivened an active desire 
for a new kitchen range. Eight of 
each ten are now out of date, ugly in 
appearance and wasteful in fuel con- 
sumption. It is interesting from the 
foregoing table, to see that 92.5% of 
the total buying influence is centered 
within the first seven factors men- 
tioned, since use savings is in effect 
involved in economy. hus, if the 
range salesman centers his presenta- 
tion upon these, he can be sure that 
he is interesting nine of each ten cus- 
tomers. 

It is likewise interesting to notice 
that price occupies a very insignificant 
place in the buying decision (1:4 per 
cent) even though it is a leading fac- 
tor in most of the promotional activ- 
ity of existing range manufacturers. 
It indicates how wide they are from 
knowing just exactly what interests 
the public and, likewise, shows the 
heavy competition between manufac- 
turers that is occurring to produce 
such emphasis upon price which is by 
no means necessary. 

In the above table, the fact that 
consumers give eonvenience, clean- 
liness, flavorful cooking results, and 
the dealer, such a low percentage of 
rating, indicates that their apprecia- 
tion for these important influences 
should be increased and _ therefore 
should be given greater weight in pro- 
motion and sales presentation that this 
listing indicates. 

We likewise interviewed 7,392 wo- 
men who declared their intention to 
buy a new washer in 1936 and found 
that the factors that would most in- 
fluence their 1936 decision were: 


BUYING FACTORS THAT 
WILL INFLUENCE 1936 
WASHER DECISIONS 
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Cleansing 15.5 
Durability 14.2 
Convenience 11.3 
" pa 11.6 
Easy on Clothes 9.9 
Use-savings 9.0 
Maker 7.0 
FM SFEESE 6.3 
Price 4.0 
Dealer 3.8 
All Other Reasons ................. 7.2 


Here, there is a more even distribu- 
tion of influence among all buying 
factors and the salesman will have to 
develop convincing arguments in rela- 
tion to all of them if he expects to win 
the greatest percentage of sales. I am 
somewhat amazed at the low rating 
of use savings because, next to electric 
refrigeration, the washer can demon- 
strate that it creates savings large 
enough to pay for its cost better than 
any other electric appliance. This 
argument could be very keenly de- 
veloped in 1936 because a new washer, 
at least in 50 per cent of the cases, 
hinges upon an argument so convinc- 


ing as to replace an old one which, 
although much repaired, can still be 
used. The problem is to convince the 
housewife that continuance of this use 
in the face of this repair is really more 
costly to her than to own a new 
washer. 

We interviewed another 7,210 wo- 
men who declared their intention to 
buy a new ironer in 1936 and stated 
the factors which would most influ- 
ence their decision. These were: 


BUYING FACTORS 
INFLUENCING THE 1936 
IRONER DECISION 


Time Saving 2 
Labor Saving 
Better Results 
Economy 
Makes & Dealers...................... 
Price 
All others 1 
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Although the electric ironer is in a 
pioneering period and, therefore, op- 
erates against certain selling _resist- 
ances, due to lack of widespread 
knowledge of its advantages, which 
do not trouble other appliances, yet 
this is largely overcome by the sim- 
plicity of the sales talk required. In 
other words, by staying within the 
three leading buying reasons men- 
tioned, providing the product has un- 
usual plus values, the salesman can 
feel that he is able to win 98 of each 
100 competitive solicitations, after an 
active buying interest has been estab- 
lished. 

The low. percentage rating of dealer 
and manufacturer in these buying rea- 
sons, indicates a lack of dominance, 
and affords a splendid opportunity for 
the dealer to position himself to take 
advantage of the 1936 market. 

Finally, we interviewed 4,882 wo- 
men who intend to buy, as oil burner 
in 1936 and found that the factors 
that would most influence their pur- 
chasing decision are: 


BUYING FACTORS THAT 
WILL INFLUENCE THE 1936 
OIL BURNER BUYING 

















DECISION 
Economy ../ 27.0% 
Convenience 29.0% 
Dependability... 12.4% 
Heating EfRCICN CY oecccecccccceeenn 17.1% 
Maker 5.2% 
Dealer .... 3.1% 
7 1.4% 
Other Reasons nn cccccccccceecnceeuee 4.7% 


Here again, it is interesting to know 
that 85.5 per cent of the influences in- 
volved in the decision to buy is con- 
trolled by four factors, and it is upon 
this pattern, as with other appliances, 
that the alert and aggressive salesman 
in 1936 will base his sales talk; sur- 
rounding it with irrefutable evidence 
on each point and making sure that he 
proves that the appliance will pay for 
itself from the savings it creates. 

There can be much “single domin- 
ant idea” selling in 1936, because in 
relation to each of these surveys it 
was found that scarcely more than one 
single reason actually controls the de- 
cision to buy. For ironers it is 1.31 
reasons; oil burners, 1:55; ranges 
1.38; washers, 1.42. There is a great 
similarity here, indicating that, in each 
case if we are successful enough to 
find the one reason that most  in- 
fluences a woman by concentrating al- 
most our entire presentation upon it, 
we can expect to win the greatest 
number of sales. 
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Laundry Equipment 
Profit Got These 


4 Companies Going 
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J. C. Thomas, Southern division man- 
ager, Apex-Rotarex Corp., Cleveland, O. 


GREAT, new market for the 
sale of electric and gas wash- 
ing machines has opened in 


the South. Distributors, dealers and 
the public are buying washing ma- 
chines in a volume that was regarded 
as virtually impossible a short twelve 
months ago. From Florida to Texas, 
in a territory where public acceptance 
for washing machines had heretofore 
been synonymous with the old story 
of the negro mammy who complained 
bitterly because the “paddles” knock- 
ed her around, things have been hap- 
pening that once again disapproves 
any theory that washing machines 
have, or ever will reach, a saturation 
point. 

Overcoming obstacles in the form 
of cheap negro labor and steadily de- 
creasing steam laundry costs, now as 
low as 49c for a 13 pound damp 
wash service, the washer industry has 
built a volume and opened a new 
source of profit to the southern ap- 
pliance dealer. 

It was somewhat of a gamble in 
the early stages of the game. The lack 
of public acceptance for washers had 
imbued the retailer with the idea that 
they were too hard to sell and that 
whatever profit he might expect would 
be largely evaporated in making the 
sale. In other words, more prospects 
had to be secured, more demonstra- 
tions had to be made and altogether 
more effort had to be expended in 
selling washers than was necessary for 
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some other appliance he might handle. 

Ve were convinced no _ success 
could be lasting until we had sold 
the prospective dealer on the profit 
to be made: In this connection, it was 
useless to call his attention to the 
ever increasing volume on washers in 
the north. Conditions were too dif- 
ferent. The southern dealer required 
a different treatment than he had 
been previously given during unsuc- 
cessful attempts to merchandise wash- 
ers. After a careful analysis of these 
known facts, we established ware- 
houses in strategic southern cities, put 
a district man in charge and ‘shot 





the works’ with a program of news- 
paper advertising that considering past 
experience and the present attitude, 
was very much of a gamble. 

Fortunately, the results were im- 
mediate. Not only the public but 
electric appliance dealers became in- 
terested after 40-inch ads began ap- 
pearing regularly in the papers of 
representative southern cities. We 
were able to add to their initial in- 
terest by showing how they might 
purchase three or four machines, tie 
in with the factory advertising and, 
for the first time in the history of 
the south, washing machine sales in 
quantity began to be made ‘over the 
counter’. 

Those first ‘over the counter’ sales 
were the break we had hoped to 
secure and upon which we had banked 
thousands of dollars in advertising. 
Backed by store sales and store leads 
gained through the advertising, we 
were able to secure salesmen who 
found less sales resistance, easier sales 
and were assured of livable commis- 
sion check each week. Seemingly, the 
washing machine business in the south 
was on solid ground at last. With 
dealers reporting increasing washer 
sales to all classes of people and with 
an unusually low precentage of repos- 
sessions, the industry is unquestion- 
ably due to receive a large volume 
from this relatively, untouched section 
of the country: 

Down in sunny Florida the Mather 
Brothers Company, operating a chain 
of 15 furniture stores throughout 
the state, have just completed their 
first year of washing machine mer- 
chandising. Using a novel and very 
effective selling plan, they have suc- 
ceeded in not only building a large 
and profitable volume but their efforts 
have tended. to make the entire state 
washer-conscious. Mounting a wash- 
er, refrigerator and oil stove on a 
small open-panel truck in charge of 
a salesman they canvass all territory 
up to 40 miles from each store. Em- 
ploying from one to three trucks in 
each headquarter city they are carry- 
ing their selling message right to the 
prospect's home. Concentrating on a 
$69.50 and $79.50 unit, Mather’s 
are writing a volume that many a 


northern store might well covet. They 

























Three specialty trucks used by the 
Chadwick - Mather Furniture Com- 
pany at Jacksonville, Fla. 


assure prompt weekly payments on 
washers by giving a box of soap pow- 
der if the payments are made as 
scheduled. Cotton Mather, vice-pres- 
ident and general manager, who, in- 
cidentally, operates under the slogan 
“Keeper of the Puritan Conscience”, 
reports that his present washer busi- 
ness is the most profitable in their 
entire operation. 

Down in the heart of the deep 
South, Rich’s, one of Atlanta’s larg- 
est department stores under the very 
able leadership of J. A. MacMillian, 
appliance buyer, reports washer and 
ironer sales at a new high. Unlike 
the Mather operation, Rich’s employ 
no outside salesmen depending rather 
upon a highly trained crew of special- 
ity floor salesmen backed by heavy 
newspaper advertising and heavy floor 
trafic. That their methods are effec- 
tive may be gained from the fact that 
their sales of electric appliances per 
square foot of floor space compares 
favorably with some of the largest de- 
partment store operations in the 
country. 

Here again an educational cam- 
paign on the correct way to handle 
the family laundry is being waged 
and, oddly enough, it includes even 
the city schoolrooms. By offering a 
small door prize, Mr. MacMillan se- 
cures permission from Parent-Teach- 
er’s associations, church societies, bridge 


‘The Washer Market 
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clubs and various women’s organiza- 
tions to have Rich’s home economist, 
Mrs. Nancy O'Neal, at these gather- 
ings. Actual demonstrations are held 
with particular emphasis placed on the 
economy and cleanliness of washing 
at home. It is reported that high 
school teachers are very willing to 
have Mrs. O’Neal demonstrate this 
theory to their own home economist 
classes. 

Window displays portraying vivid- 
ly to the eye the difference between 
a twentieth century electric washer 
and the nineteenth century unsani- 
tary, backyard, iron kettle, still so 
prevalent in the south, add to the 
various educational methods employed. 
They all combine to build sales and 
slowly but surely create public ac- 
ceptance for a heretofore little known 
product. 

Rich’s with their well-trained spe- 
ciality sales force and catering to the 
medium class concentrate on wringer- 
less washers selling for slightly over 
$100. One of the pioneer southern 
stores to actively merchandise washing 
machines, they regard this particular 
appliance as offering great possibilities 
for future volume and profit. 

New Orleans enjoys the distinction 
of selling more washing machines than 
any other southern city. All four of 
the department stores and practically 
all the furniture stores are actively en- 
gaged in selling washers. Despite the 
competition, prices are firm with the 
lowest machine offered around $49.50 
and the majority of the dealers re- 
prune an average unit sale price of 
$70. 
One of the oldest and best known 
departments stores in New Orleans is 
the D. H. Holmes Co., Ltd. With an 
aggressive appliance department in 
charge of J. G. Aldige and employing 
ten speciality outside salesmen, they 
are selling washing machines in con- 
siderable volume and profit The odd 
part of this lies in the fact that slight- 
ly more than three years ago this 
store decided definitely to discontinue 
washers due to their inability to sell 
them profitably. Mr. Aldige’s only 
comments when questioned as to this 
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LARE & Company of Atlanta, 

refrigerator distributors, de- 

cided to supplement their line 
of refrigerators with some other elec- 
trical appliance. Instead of selecting 
the appliance to be sold in that ter- 
ritory by some haphazard manner, 
Clare & Company, under the direction 
of Mr. W. J. Hogan, General Man- 
ager, decided to conduct a survey to 
ascertain the merchandise product that 
had the least saturation in that district. 

This survey showed conclusively 
that washing machines had a satura- 
tion of slightly less than 4% and 
that the saturation of ironers was 
practically negligible. 

Therefore, Clare & Company de- 
cided to take on washers and ironers 
in the face of the premise that these 
appliances cannot be sold in the South 
since “‘mammy” labor can be secured 
for practically nothing and the habit 
of the Southern housewife has been 
to stay away from the laundry opera- 
tions. 

Early September 3rd, the laundry 
department of Clare & Company be- 
came a reality and the sales organiza- 
tion, which had been previously got- 
ten together, consisting of ten men 
under the supervision of Mr. F. C. 
Smith, Manager Laundry Equipment 
Department, and Mr. O. W. White- 
side, Supervisor, began to function. 

Instead of confusing the Laundry 
Equipment Department with their al- 
ready successful Refrigeration Depart- 
ment, W. J. Hogan decided to rent 
an entirely separate store adjacent to 
the laundry equipment store. Part of 
this new location was partitioned off 
and a model laundry room was built 
for demonstrating. 

The first knowledge the public had 
that Clare & Company were in the 
washing machine and ironer business, 
was evidenced in the form of a radio 
announcement. In the morning an- 
nouncement, an offer was made over 
the radio to do the washing and iron- 
ing in their model laundry, of any 
person calling in and requesting it. 

The response to the first announce- 
ment was astounding. Over 200 
people called up and accepted the of- 
fer. Obviously, this exceeded all ex- 
pectations but Hogan saw to it that 
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The Clare & Company personnel: Left to right, seated: O. W. White- 
side, supervisor; F. C. Smith, manager, laundry equipment department; 
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Carl Townsend, supervisor; and, at the rear, standing, Carl Harsh- 
barger, southeastern district laundry equipment supervisor. 


the offer was carried out even though 
it necessitated the employment of a 
second home economist and a negro 
boy to assist. 

Over 1,000 people responded to 
this offer during the first week of the 
radio program, making it necessary 
to revise the offer, after the beginning 
of the second week’s announcement. 
However, the only change Hogan 
made in the radio announcement be- 
ginning the second week was that the 
housewife would have to accompany 
her laundry to the model laundry 
and witness the washing operation. 








This throughly logical move re- 
duced somewhat the number of ac- 
ceptances, but approximately 225 wo- 
men accompanied their laundry to 
Clare & Company during the second 
week, 

It was not until on September 15th, 
one week after the first radio an- 
nouncement, that any newspaper ad- 
vertising appeared under Clare & 

mpany’s name. However, on Sep- 
tember 15th, a ten inch advertisement 
was run in all three of the Atlanta 
Papers announcing the arrival of the 
second carload of Westinghouse 
Washers in Atlanta. 

On October 4th, just one month 
after Clare & Company went into 
the laundry equipment business, this 
entirely new sales organization had 
sold 94 laundry equipment items, in- 
cluding 53 spinner washers. 

Another decision they made was 
that they would allow no trade-ins 
and would sell on merit alone. After 
one month in the laundry equipment 
business, the sales organization has 
been increased and now consists of F. 
C. Smith, Manager Laundry Equip- 
ment Department., O. W. Whiteside, 
Supervisor, Carl Townsend, Supervi- 
sor, and 18 salesmen. 

Another feature creating a mild 
sensation, is a display truck which 
Clare & Company is operating in 
Atlanta. It is an expando type of 
truck and they have. on display a 


(Continued on page 855 
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Dealer range sales in Hartford 


are doubling every year as the 


“Trial Range Plan” reaches 1936 


By Laurence Wray 


ers in Hartford, Conn., sold more 

than twice as many electric ranges 
as they did in 1934. In the year 1934, 
those same dealers sold twice as many 
ranges as they did in 1933. The fig- 
ures for dealer range sales for the 
past four years are as follows: 


[: the year 1935, appliance deal- 


Year Sales 
1932 175 
1933 260 
1934 599 
1935 1,291 


And that isn’t all. Those are dealer 
sales added ta the lines. The total 
number of ranges added to the lines 
would have to include an additional 
2,794 added during the samé period 
as “trial” ranges—ranges put out in 
customers homes to get them used to 
the feel of cooking electrically. The 
policy went into effect in the early 
part of 1933 and is responsible, in 
large measure, for the phenomenal 
increase in dealer sales for the past 
two years. It is responsible for the 
simple reason that the customer can 
never own the “trial” range and the 
sales the dealers have been reaping 
come chiefly from customers who in- 
stalled trial ranges and then went 
shopping around to the stores to buy 
a range they could own. And the 
range they bought was inevitably a 
bigger, better and handsomer range 
than the trial range (that had been 
thought out, too!) which had served 
its simple purpose of getting her to 
find out the merits of broiling her 
pork chops under electric elements 
rather than under open flame cook- 
ing devices. 

When the policy went into effect, 
this writer went to Hartford and in- 
terviewed many dealers as to the prob- 
able effect of the range “trial’’ plan 
on their future range business. The 
great majority of them were sold on 
the idea even then and the results 
of that investigation were published in 
this magazine in September, 1933, 
under the title “Hartford's Trial 
Range Plan’’. The plan, at that time, 
offered customers of the Hartford 
Electric Light Company practically a 
year's full trial, free, of an electric 
range—no charge for wiring (later 
modified slightly). After the year was 
up, the customer could still keep the 
range indefinitely by paying 30 cents 
rental per week. The trial plan was 
deliberately adopted with the provi- 
sion that the customer could not buy 
the range or apply rentals to its even- 
tual purchase, to encourage them to 
turn the ranges back to the company 
and buy from the dealer. The com- 
pany, incidentally, does no merchan- 
dising itself except to its own em- 
ployees. 
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In addition, dealers were given the 
privilege of putting out ranges on 
trial and were paid a $10 commission 
for every range installed. As the deal- 
er was going to be the customer's 
final resource in buying a range, it 
was natural that they could employ 
the power company’s “trial” range as 
a demonstrator for their own wares. 
There could be little argument about 
the probable merits or demerits of 
the plan for the simple reason that no 
electric ranges practically had been 
sold in the Hartford territory. 

The question now comes up natur- 
ally as to the number of ranges that 
might have been sold without any 
“trial” plan. Might not the increase in 
sales be due to advertising and promo- 
tion, dealer sales effort, slightly lower 
rates, or simply the return to better 
days generally? 

he simple way to answer the ques- 
tion is to separate those sales which 
were made without the use of any 
“trial” range first—ranges sold to peo- 
ple who were using some other me- 
thod of cooking and who were sold 
“cold’’ on electric cookery. Separating 
these “Cold” sales from the total sales 





hree Keors 1 water 


due to their conversion of “trials” to 
sales. Here the dealers have sold their 
own range in place of the demonstra- 
tor furnished by the power company. 
And this is p/us business, apart from 
the normal sale of ranges which, from 
the figures in the “cold sales” column 
above, show more than average 
growth. 

That dealers are enthusiastic about 
the “trial” range plan is evidenced by 
the fact that they have taken orders 
for over 1,000 of these demonstrations 
models during 1935. Every trial range 
they put on the lines of the company 
is an eventual sale for them. 

There are now almost 3,000 trial 
ranges on the lines of the company 
—a figure which from all indications 
wil remain static for a while due to 
the fact that conversions are re-con- 
ditioned and re-installed in another 
customer’s home. Dealers are estimat- 
ed to make about 1,000 
conversions from trial 
to sale during 1936 and, 
in addition, sell another 
600 ranges. There are 
about 60,000 domestic 


meters. 









In this way, the acceptance of the 
electric cookery idea is growing re- 
“‘markably. When the plan started, 
early in 1933 there were 3,000 range 
users on the lines. Up to December, 
1935 there were 8,054. In the past 
eleven months alone there have been 
2,158 electric ranges installed. Both 
the company and the dealers feel that 
an annual gain of about 2,000 ranges 
can be maintained for some years to 
come. 
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figures, the remainder would be sales H——|INSTALLATIONS —j 1,500 
which were the result of the custom- 1935 
er’s first using a trial range. These 1.200 
are referred to by dealers as “con- , 
versions 
Cold Sales Conversions L- mend 1,100 
1932 175 0 (No trial plan) = 4 
1933 172 88 (T. P. started) ‘4 
1934 248 351 (With trial plan) 1000 
1935 $19 772 (With trial plan) f ’ 
It is obvious from the figures that / 
about 60 per cent of dealer sales are & f 900 
A graphic presentation of i 800 
the progress of range instal- 4 
lations on the lines of the 
Hertford & ic Li Com- 
pany vn Ray ta = ca f 700 
I les follow versions 
Son “let” rouge’ Rano a a 
tions. gat 7 , 600 
4 A 500 
/ oS a 
, 400 
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CLOTHESPINS ” 


Vi /p rr TAKES good rolls to make a good wringer, 
KL) and it takes correct wringer construction to 


ne ‘** make good rolls do their work satisfactorily. 
~ 
¢ 


Y, 


~ 


‘ v4 
%, 
Vy 


In Lovell construction equal pressure is de- 
livered at both ends of the roll through a single 
semi-elliptic steel spring. The pressure is, therefore, 


evenly distributed over the entire length of the rolls. 


Lovell Power Electric Rolls are made by hand of the highest 
grade rubber procurable. First, there’s a tough tread that 
resists the abrasions of buckles and buttons. Beneath this 
tough tread there’s a Double Cushion that provides the cor- 
rect resiliency for maximum extraction of soiled water and 


loosened particles of dirt without injury to fabric or buttons. 


Lovell Power Electric Rolls 
are NOT machine made in 
one piece vulcanized to the 
shaft. They’re made by hand 
—of four different kinds of 
rubber. Lovell rolls are guar- 
anteed NOT to come loose from 
the shaft. And the shaft is 
guaranteed NOT to break. 














The resiliency of this Lovell Double Cushion 
permits displacement of rubber to an unusual 
degree. Under pressure Lovell Rolls will conform so 
closely to the full diameter of a clothespin that it is 
impossible to remove a tooth pick inserted between the 


rolls only 3/, of an inch away. 


This test proves conclusively that Lovell rolls con- 
form themselves to every contour of a garment as it 
passes through the wringer, extracting water, soap, 
dirt, and lint from the thinnest outer edges as well 
as from the thickest folds at the center. 


Lovell is the only wringer manufacturer that makes 
its own rolls—has done so for nearly forty years. 
In fact, every part of the Lovell Wringer is 


made in Lovell’s own plant, insuring uniform | 


high quality. If you want to know more about the | 


Lovell Wringer, write for a free copy of Bulletin | 


25-A— profusely illustrated. A postcard will do. 


} 





You Can 


TIE UP WITH 


HAMILTON BEACH 
NATIONAL. ADVERTISING 


EVERY MONTH OF 
THE YEAR 













There are no “dead spots” in the 1936 
Hamilton Beach merchandising program. 
It is the extensive in our history. 
Every month—from January to December 

there will be new advertisements, new 
dealer helps The backbone of this pro- 
gram is our National Magazine Campaign 
During the than 80,000,000 
sales messages will reach American house- 
wives your To these buyers, 
Hamilton Beach products will have a ready 
when displayed in your store 





most 










year more 






customers 







acceptance 








































We furnish the tie-up material 
Dealer Helps enable 


Watch for Hamilton Beach 
Specially prepared . ; 
advertisements in these lead- 


you to tie-up with our national advertis- 

, ‘ , ee 
ing. Window and counter displays—cir ing magazines. 
culars—envelope stuffers—and newspaper 


advertisements are timed to stimulate buy- 
ing during the various seasons of the year. 
These will be announced as they are ready 
for distribution—and are furnished Dealers 


@ SATURDAY EVENING 
POST 


@ GOOD HOUSEKEEPING 
@ WOMAN'S HOME 


free on request 


Our profit-protecting policy 
Hamilton Beach appliances are distributed 
on our clean-cut Wholesaler-Retailer pol 


icy. We do not sell to mail-order jobbers COMPANION 

who offer dealer's prices to consumers 

We are 100% for price maintenance. All 

inquiries are referred to dealers—we take @ AMERICAN MAGAZINE 


no orders 


@ BETTER HOMES AND 
GARDENS 


@ AMERICAN HOME 


We want you to make 1936 a “big profit’ 
year. Get behind the line that offers you 
every opportunity for volume and profit 


HAMILTON BEACH CO., RACINE, WIS. 


HAMILTON BEACH 
FOOD MIXER 
outstanding setl- 
features These 
are quickly and easily 
demonstrated 


ICELESS FREEZER 
makes real old-fashioned 
ice cream in electric re- 
frigerators. It's new and 
has strong sales appeal 


HAMILTON BEACH 
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HAMILTON BEACH CLEANERS 
meet every requirement for a quality 
motor-driven brush cleaner. Retail from 
$34.75 te $59.50. Hand Cleaner $13.50 














A condensed picture of the 





appliance market in the Northwest 





William A. Ritt 


Secretary-Manager, Minnesota 
Electrical Council 


HE following market data ma- 

terial covers conditions that ap- 
ply to the industry in Minnesota, 
North Dakota and South Dakota. 
According to William A. Ritt, secre- 
tary-manager of the Minnesota Elec- 
trical Council, reports that there are 
only three metropolitan areas in the 
territory so that the industry is almost 
entirely dependant on conditions in 
the rural areas. These conditions have 
a parallel effect upon the metropolitan 
areas and the improvement in agricul- 
ture throughout the Northwest is re- 
flected in the figures which show big 
increases over 1934. 

Following is the market data on 
the Northwest: 

There are approximately 20 special 
distributors; 20 electrical wholesalers ; 
and 6 hardware jobbers serving these 
three states on electrical appliances. 
See note elsewhere in this survey on 
specialty dealers. There are approxi- 
mately 500 electrical contractors and 
dealers, with stores, selling electrical 
appliances. Some 2000 hardware 
stores also sell appliances with activi- 
ties ranging trom the sale of a few 
small appliances annually, to a large 
well set up electric appliance depart- 
ment. Outside of the metropolitan 
areas, department stores with credit- 
able electrical departments are the 
exception rather than the rule. 

Note: Above figures are averaged 
between metropolitan areas, of which 
there are only three in Minnesota 
(Minneapolis, St. Paul and Duluth) 
and the principal rural business cen- 
ters. Electrical contractors-dealers do 
a large percentage of business in rural 
communities, while the specialty elec- 
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trical stores are confined almost en- 
tirely to metropolitan areas. 

These percentages are averages and 
based estimates furnished by eight (8) 
leading private utilities and five (5) 
municipal utilities, with allowances 
for marketing conditions as they exist 
in this state as a whole. 

Much the same percentages will 
apply in North and South Dakota, 
altho neither of these two states have 
any metropolitan areas. 

Two Minnesota Cities (Rochester 
21,000 and Fergus Falls, 9,000) re 
port average annual residential con- 
sumption of 1020 and 1080 KWH in 
1935. These cities have 22 and 25% 
range saturation and about 50% satu- 
ration on refrigerators. Both cities 
have aggressive electrical dealers to 
whom the credit for such a showing 
must go. 


SALES PROMOTIONAL ACTIVITIES 
IN NORTHWEST 

A majority of the larger private 
utilities have adopted free wiring and 
installation of water heaters and elec- 
tric ranges. Municipal utilities are 
following suit. Territory covered by 
such utilities accounts for at least 65% 
of range and water heater sales. At 
least three of the larger private utili- 
ties in the Northwest allow or absorb 
one-third to two-thirds of range and 
water heater installation costs. They 
account for about 20% of sales on 
these appliances. Rental and free 
trial plans tried out, but are being dis- 
carded. Cooperative advertising, fin- 
ancing, free wiring and cooperative 
sales are increasing because they get 
results in Northwest. 

Promotional rate schedules have 
been adjusted by a majority of the 
private and municipal utilities in 1935 
and late 1934. 2c domestic steps are 
common, several going down to 1'/c 
per KWH. Water heating rates (off 
peak) generally Ic, ranging up to 
IYyc per KWH. Adoption of such 
rates is spreading fast, indicating 
greater sale possibilities for ranges, 
water heaters, etc. 

Trend in Northwest is to greater 
cooperation between utilities and 
dealers. Problem is to get dealers to 
pick up the opportunities open to 
them. Dealer Associations are needed 
to educate members; wholesalers must 
learn to do a better job of sales pro- 
motion. Retail electrical industry will 
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attract better capital, more brains as 
program develops. Outlook for elec- 
trical industry in Northwest very 
bright if we can get an effective, all 
industry promotional organization to 
function. Plans for same now being 
discussed by industry leaders. Hope 
to see results in 1936. 

SCHOOLS, DEMONSTRATIONS, 
EXHIBITIONS 

Figures show over 300 Electric 
Cooking Schools held in Northwest; 
more than 250 Cold Cooking (Re- 
frigerator) Demonstrations; several 
Electrical Shows; 15 Better Light 
Shows; Electrical Exhibits at 25 or 
more County Fairs, etc. Public is be- 
ginning to want all electric homes, 
electric kitchen and laundry units 
sales are showing up in interesting 
numbers. 

For details of most outstanding 
campaigns in 1935 in Northwest see 
article in “Electrical Merchandising” 
November 1935 issue—Page 10. Sep- 
tember estimate of 1750 units (range 
and water heaters) by dealers in 
Northern States Power Company ter- 
ritory under this campaign for 1935, 
was too low; sales will reach 2000 
mark. Quota of 3000 units likely for 
1936 if campaign is continued. 
ASSOCIATION ACTIVITY 

Only active retail electrical group 
in Minnesota is Minnesota Electrical 
Council (Electrical Contractors & 
Dealers). Has developed efficiency 
plan for electric range wiring prac- 
tice, now widely adopted in North- 
west, placing electric range wiring on 
high speed, low cost production basis. 
Has assisted utilities in working out 
promotional campaigns and coopera- 
tive arrangements with contractors 
and dealers. Work with members of 
the Council has been confined largely 
to educational activities to improve 
business ability and salesmanship. The 
association work has been financially 
supported by contractor-dealer mem- 
bers exclusively. Electric League activ- 
ities formerly carried on in metropoli- 
tan areas have been discontinued for 
some time, and should be revived on a 
larger scale to embrace Northwest or 
North Central States, supported by 
all branches of the industry. Council 
is making effort with backing of pri- 
vate and municipal utility groups to 
organize industry for sales promotion 


in 1936. 

















Because TIME reaches 
your Best Customers 





These advertisers through the past year have addressed 


the Time market. And this is important to all connected 


with selling electrical merchandise, for the TIME market 


is a big market, men and women in 600,000 best-customer 


homes who buy at Grade A stores. 


AMERICAN BLOWER CORPORATION . 
BELDEN MANUFACTURING COMPANY 
CARRIER ENGINEERING CORPORATION 
CROSLEY RADIO CORPORATION 


CUTLER-HAMMER, Inc. inc. 

DIEBOLD SAFE & LOCK COMPANY 

ELECTROLUX REFRIGERATOR SALES, Inc. a ee 
EMERSON ELECTRIC MANUFACTURING COMPANY . 
FRIGIDAIRE CORPORATION . 

GENERAL ELECTRIC COMPANY . 


EDWIN F. GUTH COMPANY 

HURLEY MACHINE COMPANY 

HYGRADE SYLVANIA CORPORATION 

ILG ELECTRIC VENTILATING COMPANY : 
JEWEL ELECTRIC & MANUFACTURING COMPANY 
KELVINATOR CORPORATION 

KOHLER COMPANY 

MEADOWS CORPORATION 

MIDWEST RADIO CORPORATION a ee 
MINNEAPOLIS-HONEYWELL REGULATOR COMPANY 
NATIONAL UNION RADIO CORPORATION 

OTIS ELEVATOR COMPANY . 

PARKS-CRAMER COMPANY oe ie ee 
PHILCO RADIO & TELEVISION CORPORATION 
RADIO CORPORATION OF AMERICA . 

ROBBINS & MYERS, Inc. ae ee ee 

E. H. SCOTT RADIO LABORATORIES ‘er pee 
STROMBERG-CARLSON TELEPHONE MFG. COMPANY 
B. F. STURTEVANT COMPANY 

WARREN TELECHRON COMPANY 

WESTERN ELECTRIC COMPANY . oe 
WESTINGHOUSE ELECTRIC & MFG. COMPANY 
WESTINGHOUSE LAMP COMPANY . 

ZENITH RADIO CORPORATION 


TIM 


The Weekly Newsmagazine 
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. Air Conditioning 
. Plugs 

. Air Conditioning 
Radios 
Refrigerator 

. Control Systems 
Safe 

Refrigerator 

Fans 

. Air Conditioners 
. Air Conditioning 
. Edison Mazda Lamps 
I.E.S. Better Sight Lamp 
. Mazda Lamps 

. Radio 
Refrigerator 

. Air Conditioning 
Thor Ironer 
Lamps 

. Air Conditioning 
Fountains 

. Air Conditioning 


Electric Plants 


. Washing Machines and Ironers 


. Radio 

. Heat Control Systems 
Radio Tubes 

. Elevator 

. Air Conditioning 

. Radio 

. Antenna System 

. Radio 

Motors 

. Radio 

. Radio 

. Air Conditioning 

Clocks 

Sound Transmission Apparatus 
. Water Coolers 
Westinghouse Mazda Lamps 
. Radio 
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-MOTORS 


PRODUCT OF 
GENERAL MOTORS 


@ When you’re selling a washing 4 
machine it is easy to take the motor for YY oO Tot. 
granted and hope that the machine will yy 

give the reliable operation that you have claimed for it. 
But it is far better to sell a Sunlight-powered washing 
machine, knowing that it will operate quietly and de- 
pendably for many years—and that it will satisfy your 
customers. For Sunlight motors are designed so care- 
fully and built so ruggedly that they are accepted as the 
standard in the electrical appliance field. That is why 
so many dealers prefer to sell Sunlight-powered wash- 
ing machines—and why so many washing machine 
makers use Sunlight motors as standard equipment. 


SUNLIGHT ELECTRICAL COMPANY 
WARREN, OHIO 














OR years, I've been conducting 

consumer studies to measure the 

buying intent for each ensuing 
year. Never has there been such great 
purchasing interest, so positive in na- 
ture, as is evident for 1936. Take a 
squint at these percentages that have 
just tumbled from my slide rule. 

Last year, a survey among thou- 
sands of housewives showed an aver- 
age buying desire of 21.1 per cent for 
a selected group of electric appliances. 
This year, a like survey shows a buy- 
ing intent of 37.3 per cent — nearly 
double. Last year, only 38 per cent of 
the total desire was positive in nature. 
I mean by that, housewives were cer- 
tain they would buy. But this year, 86 
per cent of the buying interest is of 
positive nature. And this reflects the 
opinions of sufhcient thousands to be 
a reliable index. I’m telling you, 1936 
will be our most fortunate year in 
the appliance industries. That is, it 
can be if we will roll up our sleeves 
and fight for sales from the start of 
the gong. 

There's some fighting that will have 
to be done. The wide-spread return 
of confidence and feeling of security 
resulting from the many evidences of 
recovery in the past few months, has 
stirred up a tremendous buying wave. 
So many things are so worn out, so 
many desires have been so long post- 
poned and the average family has 
many more needs than ever before. 
Although the desire to buy is greater, 
more industries are sparring more ag- 
gressively for the consumer dollar 
than ever before. The appliance in- 
dustries can expect tougher competi- 
tion in 1936. The chances to sell are 
brighter, but it’s going to take more 
manpower, better presentations, more 
aggressive selling effort, more inten- 
sive specialization. Remember that! 

One class of appliances will shine 
out — those which contribute actual 
savings from their use. I have before 
me a report which shows about 40 
per cent of women interviewed be- 
lieved that refrigerators and washers 
paid for themselves. They do, and 
there are figures to prove it, but many 
will have to be shown. Otherwise, 
signing up for other things in this 
frenzied renewal of buying, they will 
soon become frightened by the spec- 
tre of over-spending and turn con- 
servative again. We must reach the 
housewife early in 1936 and convince 
her by actual estimates that these ap- 
pliances pay for themselves—that she 
can own them, irrespective of anything 
else she might elect to buy. That takes 
manpower, intelligently trained. 

Appliance merchants the country 
over are aware that trained manpower 
is the prime essential in 1936. I have 
before me a report from 4,203 dealers 
who were asked to name their most 
dificult selling problem. Better than 
52 per cent reported hiring salesmen, 
and nearly 69 per cent named training 
salesmen. These two problems led all 
the rest—and by a wide margin! 

Two years ago, I wrote a series of 


articles in ELECTRICAL MER- 
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Gerald E. Stedman 


By 


7 ,000 Dealers 


picked 


the subjects that would increase 1936 


sales performance ...A new series 


CHANDISING on sales training and 
the hundreds of letters that poured in 
trom every state in the Union, testi- 
fied not alone to the wide reader at- 
tention of the magazine but as well 
to how closely it is tuned to important 
editorial considerations. Now, from 
this latter study, the need for sales 
training still remains strong and, de- 
voted to the improvement of retail 
selling practise, we intend to hit the 
same subject from fresh angles. 

In the eleven articles to appear 
monthly throughout 1936, I will give 
you the latest and most practical in- 
formation on the most important sales 
training subjects. It wil not only be 
written for retail appliance salesmen 
but by them. In other words, I shall 
act only as the interlocutor and inter- 
preter. Around the country, I have 
gradually pulled together a group of 
500 of the leading retail salesmen, 
with all of whom I am acquainted. 
They will be the board of strategy. 
They are tops in my acquaintance. 
Each has a great selling record behind 
him. I’m going to ask a certain group 
to tell me what to write each month. 
Authored by hundreds of boys, hot 
from the firing line, this series of train- 
ing articles will carry apunch that could 
never be gained in a swivel chair. And 
the series of lucky eleven articles have 
been chosen as the result of a study 
among nearly 7,000 dealers and sales- 
men, equally divided, to which the 
question was directed as to what was 
most needed to increase 1936 sales 
performance. Weighted to the total 
number of mentions, here are the elev- 
en subjects. 

1. Qualifications of the Success- 

ful Appliance Salesman.....37.6% 
2. Weekly Contact Plan ............. 51.4% 
3. Structure of the Successful 

Presentation inieaiineeiamne 
4. Best Prospect Sources............. 40.7% 
5. The Sales Approach 
6. Closing Procedure 





7. Methods to Dramatize 





Product Facts .........-............. 35.2% 
8. Strategy in Handling 

People ue dO 3 
9. Handling Competition........... 55.6% 
10. Answering Objections........... 50.7% 
11. Demonstration Stunts............ 30.5% 


That is what these dealers and sales- 
men want. ELECTRICAL MER- 
CHANDISING will give it to them. 
Each article will be written from the 
angle that will make it useful in sell- 
ing any or all of the following: refrig- 
erators, washers, ironers, ranges or 
vacuum cleaners. Remember, too, it 
will be by as well as for the retail 
salesman. .. . I’m just an interpreter! 


v 


Checking the Range 


OMMON practice in the sale of 
electric ranges is to deliver them 
at the customer’s home in a crate from 
the warehouse, or, at best, as they 
have been assembled on the dealer’s 
floor. Believing that considerable trou- 
ble could be saved by assembling and 
checking ranges: before delivery, the 
Bureau of Power and Light of Los 
Angeles has recently instituted a new 
procedure. Dealers now deliver ranges 
direct to the power company offices. 
Here the equipment is assembled and 
tested for manufacturer's defects, par- 
ticularly for accuracy of the oven 
temperature control. When tests have 
been completed and the range ap- 
proved for use, it is turned over to 
the installation crew, who deliver and 
connect it on the customer’s premises. 
The entire freedom from annoyance 
and muss consequent to the former 
method of assembling in the custom- 
er’s home and the certainty of imme- 
diate good service from the equipment 
purchased is greatly appreciated by 
new owners. This service is free of 
charge to dealers and customers. 


ELECTRICAL MERCHANDISING — JANUARY, 1936 









































1936 









Square Model- 


EEEE-E+ 


i 

3 ou. | 

INSIDE FACTS 
on exclusive 


sepco Features 


A BANNER YEAR FOR 
ELECTRIC 
WATER HEATING 


Electric Water Heating is now “Big Busi- 
ness” for dealers and jobbers. Special 
rates for this desirable utility load are 
available in practically every locality. 
Cash in on your Utility-Dealer Coopera- 
tive Program that has proven so success- 
ful during the past year. 


Get out in Front with 
a Complete Line 


Electric Water heater business is profit- 
able business and volume possibilities are 
greater now than ever before. The Sepco 
line is particularly profitable because it 
is quality merchandise, at a fair price, 
with an established acceptance. 

The new 1936 Sepco line includes 15 
and 40 gallon Square heater, 30, 50,66, 80 
and 120 gallon Round heaters. 








SALES UP 50% 


—and volume is increasing steadily. The 
upturn in the building trade is here and 
water heaters will be a leading item. 
Meet the demand for the All Electric 
Home with the Sepco Water Heater to 
round out your line. 


Send for Complete Information 
USE COUPON BELOW 
—send today for your portfolio of the 
most complete and effective advertising 
and sales promotional material we have 

ever offered. 


lor 5G, 
? ad, 


AUTOMATIC ELEC. HEATER CO. 
POTTSTOWN, PENNA. 


Please let me know more about the 1936 Sepco 
water heater line and sales promotional program 


NAME 


ADDRESS 


See eee ease eee eee see eee eeeeeees 
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ing 530,000 customers... 


HE Electrical Association of 

Philadelphia, located in the Ar- 

chitects Building, Philadelphia, 
is the medium through which various 
promotional activities, designed to 
stimulate the sales of major electrical 
appliances in the Philadelphia metro- 
politan trading area, are conducted. 

The main objective of this Associa- 
tion is to harmonize the electrical in- 
dustry within itself and with the pub- 
lic it serves. By harmony within itself 
is meant, that complete mutual under- 
standing of problems and objectives of 
one branch of the industry by the other 
and an appreciation of that preponder- 
ance of community interest which war- 
rants an active policy of give and take 
in such fields of over-lapping interest 
which are always present in any in- 
dustry. 

Chief among the aims and purposes 
of this Association is the development 
of the market for the sale of major 
electrical appliances in the Philadel- 
phia metropolitan territory, through 
the medium of various cooperative pro- 
motional campaigns, electric and radio 
show, electric refrigeration shows, 
manufacturers’ show, and in general 
to do such promotional work of an edu- 
cational character as will create a 
wider market for the electrical indus- 
try or any group tn it. 

The following is an outline of basic 
statistical data and results secured 
from various cooperative promotional 
activities of this Association in the ter- 
ritory which it serves, namely: Bucks, 
Chester, Delaware, Montgomery and 
Philadelphia Counties. 
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A $12,000,000 market for appliances annually . . . How 


ne ee ee . 


39 distributors and 900 dealers go about sell- 


A geographic market survey 


The local utility company report 
shows a total of 538,080 domestic cus- 
tomers in the territory at present. 

Estimated figures on sales of major 
electrical appliances as received from 


manufacturers, distributors, utility 
company, etc., are the following: 

1934 1935 
Electric Refrigerators ... 42,448 47,091 
Electric Ranges ......... 2,927 3,269 
Electric Water Heaters.. 1,058 1,884 
OS FSS eer 650 114,338 
OO FOO 7,844 8,838 
ST ppchehacwamneda 15,340 17,420 
Washing Machines ...... 39,740 43,980 
RIED ahadddcunccusenes 2,910 3,870 


The estimated degree of saturation 
on the various major electrical appli- 
ances in the Philadelphia territory is 
the following: 


Electric Refrigerators ... 46.0 
Electric Ranges ......... 3.7 
Electric Water Heaters... 3 
Washing Machines ...... 38 
I 66h ccGunkabapeeire 2.6 
DS ceatiiniesicanénes 92.3 
RE wancdvcetcuanes 80.9 


In the Philadelphia territory there 
are 39 distributors involved in the sale 
of major electrical appliances who sell 
to approximately 900 specialty dealers 
throughout the territory. These deal- 
ers consist of various classifications 
such as department stores, electrical 
dealers, furniture stores, hardware 
stores and others. 

An estimate of the aggregate volume 
of domestic electric appliance business 
in this territory for the year 1935 will 
show an average of $22.50 per do- 


mestic meter and on this basis would 
total the sum of $12,106,800 at retail 
value. 

Basic market data for this territory, 
compiled from a recent analysis shows 
the following: 






George R. Conover, 
Managing Director 
Electrical Association of Philadelphia 


However, a special Ic off-peak rate 
for water heating is in effect with the 
provision for a 50c meter charge. 
During the year 1935, the Electrical 
Association of Philadelphia has insti- 
tuted many promotional projects in an 
attempt to develop the major electrical 
appliance business in its territory : 


(a) Spring Refrigeration Campaign. 
(b) Electric Refrigeration Shows. 


Three electric Refrigeration shows 
were held in the territory in an effort 
to stimulate the sale of electric refrig- 
erators. During the week of April 8th 
to 13th, 1935, the Seventh Annual 





COUNTIES AUTOMOBILES HOMES WITH RADIO TELEPHQNES 
(Passenger cars) 
Bucks 23,027 13,970 9,870 
Chester 899 18,980 15,938 
Delaware 59,783 51,800 45,087 
Montgomery 62,145 46,160 45,182 
Philadel phia 218,023 384,200 323,808 
GRAND TOTALS 390,877 515,110 439,885 





The domestic electric rate schedules 
effective in this territory are the fol- 
lowing: 

PHILADELPHIA CITY 
75c for Ist ten K.W. 
Se per K.W. for next 40 
3c per K.W. for next 75. 
2c per K.W. for excess of 125 
SUBURBAN AREA 
8c per K.W. for Ist twelve 
Se per K.W. for next 43 
3c per K.W.-for next 70 
2c per K.W. for excess of 125 


There are no special range rates in 
this territory in addition to the above. 
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Philadelphia Show was attended by 
more than 28,000 persons and the 
amazing sales record of 507 refrig- 
erators was established during the 
week of this show. Thirteen distrib- 
utors of nationally known lines of 
electric refrigerators participated. 


The Fourth Annual Chester Refrig- 
eration Show was attended by more 
than 11,000 persons and a total of 123 
electric refrigerators were sold as a 
result of this show. Eighteen dealers, 
representing twelve nationally known 

(continued om next page) 
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HOW YOU CAN SELL THE 


_. FORGOTTEN 4 fg 


THis PROCTOR pian 
WORKS 


Four out of five housewives in your area are 
laboring with back-breaking antiquated elec- 
tric irons scarcely worthy of the name. These 
are the”Forgotten 4/Sths”!...a big and worth- 
while market for this speedier, easier, modern 
automatic iron. But how to sell this market? 


Here’s the answer — and it WORKS! For 


YOUR CUSTOMERS... cad a handy Cord Suppor! packed with t.. 


both for only $6.95 and customer's old iron! 
Now the successful “trade-in” value is made 


1000 WATT PROCTOR AUTOMATIC IRON stronger by this rare combination appeal... 
and women simply can’t resist the bargain ! 
VALUE $7795 It's bringing amazing results to stores all 


over the country. 


PLUS PROCTOR’S HANDY CORD SUPPORT 


It's a natural promotion for you now—a sus- 





VALUE 75 tained 7 weeks’ drive that will help close your 
winter with a victory! A similar proposition 
TOTAL VALUE $g7e is available on the 800 watt No. 941 Proctor 


BOTH FOR® 












The 1000 Watt 
Proctor 940 Automatic 


Here’s the TRON They Need ! 


Combining every advanced feature of efficiency. the Proctor is 
considered by the trade as the most outstanding electric iron. 
It's the iron that will save your customers many hours of iron- 
ing drudgery! The Proctor patented Dreadnought Super Heater 
concentrates the heat in the soleplate and the Dial of Fabrics 
(showing fabric ) k lection ‘of correct ironing heat 
positive and easy. Cool cork handle, trouble-proof. permanent 
cord connection—and many other exclusive features thai ap- 
peal instantly to prospects and make satisfied customers ! 





95 and 











or on the 1000 watt No. 930 Snap-stand Speed 
Iron. Your jobber can give you the whole 
story. Ask him. Or ask us! Proctor & Schwartz 
Electric Company, 7th & Tabor Road, Phila. 


Window and Counter Displays, Counter 
Leaflets, and a Complete Set of Compel- 
ling Newspaper Mats in Different Sizes. 


PROCTOR 


AUTOMATIC 
IRONS - TOASTERS - WAFFLERS 
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Enjoy the Armco Ironmaster Broadcast 
each Wednesday night at 8:30 P.M. E.S.T. 
7:30 C.S.T. on the Blue Network, N. B.C. 








PORCELAIN 
ENAMEL 





SEND FOR THE USEFUL ARMCO BOOKLET 
Phe American Kolling Mill Company, Middletown, Ohio 
sales book- 


let: “How Porcelain Enamel Can Help You Sell More 
Profitably~ 


\ ame 


We can use copies of your informative 


Firm Name 


Address 
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You seu. smart styling and utility 
first, of course, in the appliances you display. But 
along with these is another powerful sales lever 
the use of Armco INcot IRON as the base metal. 
A great many manufacturers of ranges, refriger- 
ators, washing machines and other products regu- 
larly use this “world’s standard enameling iron.” 
It enables them to produce flawlessly-finished prod- 
ucts of lasting beauty and usefulness. Armco INcoT 
IRON grips and holds the glass-like porcelain enamel 
in an enduring bond. Yet this is only a part of the 
story ... ARMCO is the only base metal that has 
behind it a 22-year background of advertising in 
popular magazines and radio. You can easily capi- 
talize this buyer-acceptance that prevails over your 
trading area. First, make sure the manufacturer has 
put the famous Armeo Label on your appliances. 
Then instruct your salespeople always to point to 
this label and explain briefly its meaning. Your 
customers will quickly remember and the sale will 
be clinched sooner. Other dealers are profiting by 
it; why not you? The American Rolling Mill Com- 
pany, Executive Offices, Middletown, Ohio. 


Write for this Valuable Booklet 


Here is a selling tool that tells you how to get the most sales 
value out of porcelain enameled appliances. An effective 
merchandising tie-up with Armco is also explained. Get a 
copy for every salesman 
who works on porcelain 








enameled appliance sales. 
Just use the handy cou- 
pon or write on your 


firms 


letterhead. 
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makes of refrigerators cooperated. 
The First Coatesville Electric Re- 
frigeration and Appliance Show was 
held on four days of refrigeration week 
and was attended by more than 7,000 
persons. Eight retail dealers cooper- 
ated and exhibited six makes of elec- 
tric refrigerators in addition to other 
electrical appliances including washing 
machines, ranges, radios, ironers, clean- 
ers, etc. Sales of major electrical ap- 
pliances with a retail value exceeding 
$6,000 were reported by dealers. 


(c) Air Conditioning Campaign (Spring). 
(d) Electric Cleaner Campaign (March). 


The Electric Cleaner Campaign, 
during the period from March 25th to 
April 20th resulted in a total of 2,870 
sales of new floor model electric clean- 
ers at an average price of $43.50 each, 
representing approximately $120,500 
of electric cleaner business at retail 
value. This record compares with to- 
tals of 1,310 and 2,274 sales which 
were secured as a result of a similar 
activity conducted in the years 1933 
and 1934, respectively. Nineteen man- 
ufacturer and distributor members of 
the Association, including the utility 
company, representing ten different 
makes of electric cleaners cooperated 
with the Association in the promotion 
of this campaign. Three of these dis- 
tributors, with direct selling organiza- 
tions and selling electric cleaners ex- 
clusively, received 41% of the total 
sales, while 15 distributors selling 
other electrical appliances along with 
electric cleaners, and depending en- 
tirely on the retail dealer as the sales 
medium, received 56%. The utility 
company received 3% as its share. 


(e) Fourth Annual Electric Progress 
Exhibit (May). 


This exhibit was of three days’ dur- 
ation. As in previous years, the ex- 
hibit was an invitation affair open to 
architects, engineers, maintenance men, 
builders, utility men and industrialists. 
A record-breaking attendance of about 
6,000 was drawn from Philadelphia 
and other towns. 


(f) Cooperative Electric Water Heater 
Rental Plan. 
(g) ee Electric Range Rental 


an. 
(h) Electric Washer & Ironer Campaign 
(Sept.). 


Seventeen distributor members of 
the Association, representing 16 differ- 
ent makes of electric washing machines 
and ironers reported a total of 3,490 
sales of electric washing machines and 
447 sales of electric ironers through 
dealers during the campaign period. 
The average retail price of washers 
sold was $73.30 and $69.50, average 
retail price for ironing machines. 

Comparing these figures with the 
month of August, 1935, we find the 
same group of distributors reporting a 
total of 2,754 electric washer sales and 
239 electric ironer sales. The average 
retail price on washing machines dur- 
ing the month of August was $70.90 
and on ironing machines, $74.10. 
These figures disclose an increase of 
27% on electric washing machine 
sales and 88% on electric ironing’ ma- 
chines for the distributors who co- 
operated with the Association in con 
ducting the campaign. 


(i) Lamp Campaign (Oct.). 


A total of 1,457 retail agents co 
operated in the Lamp Campaign dur 
ing the period from October Ist to 
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31st, 1935, and produced a sales total 
ot 1,410,848 lamps with a retail value 
of $210,000 during the thirty-one days 
of the activity. The total sales re- 
ceived from this campaign show an 
increase of approximately 16% over 
the totals received from a similar ac- 
tivity conducted during the month of 
October, 1934. 
j) Fighth Annual Radio & Electric Show 
The six days of the exhibition’s dur 
ation in 1935 saw 121,000 persons 
pass through the turnstiles, a gain of 
21% over former years. Products of 
more than 300 nationally known com- 
panies were displayed, showing the 
progress made by electrical* engineers 
in radio, heating, lighting, refrigera- 
tion, air conditioning, oil burners and 
many hundreds of electrical appliances. 
k) Small Appliance Campaign. 
1) Give Electrical Gifts (Christmas). 
o) Better Light— Better Sight Campaign. 
Late in 1934, the Association 
launched an intensive drive throughout 
the industry in this territory in the 
interest of Better Light—Better Sight. 
This activity has been carried over into 
the year 1935 and involves the co- 
overation of the various lighting equip- 
ment manufacturers, lamp manufac- 
turers and retail dealers, selling equip- 
ment associated with lighting in the 
home. 
Range Selling Practices, etc. 


Extreme cooperation is extended to 
retailers in this territory interested in 
selling electric ranges and water heat- 
ers by the local utility company. The 
entire cost of installation of these two 
appliances in customers’ homes under 
standard conditions is assumed by the 
utility. 

A finance plan is also available to 
dealers through which electric ranges 
and water heaters can be sold on terms 
of $5 down with 36 months in which 
to pay the balance. 

During the year 1935, the local util- 
ty company instituted various rental 
plans on both electric ranges and water 
heaters. However, these plans were 
conducted on a cooperative basis and 
retailers were given an‘opportunity to 
rent these appliances on the same basis 
and on the same terms as the utility. 

Within the past few years, various 
cooperative Campaigns were instituted 
in this territory as a means of develop- 
ing the electric range and water heater 
market. As a special inducement to 
customers a seven-piece set of alumi- 
num ware with a retail value of $10 
was given by the Association in con- 
nection with the sale of every electric 
range sold either by the utility com- 
pany or by dealers. 

The average residential consump- 
tion of electric current per domestic 
meter in this territory over a period ot 
the last five years shows the following: 

1931—600 K.W.H. 
1932—625 K.W.H. 
1933—645 K.W.H. 
1934—675 K.W.H. 
1935—717 K.W.H. 

[n compiling an analysis of the per 
entage of major appliance business 
secured by the various retail outlets 
located in the territory, we find the fol- 
lowing results: 


SPECIALTY DEALERS .. 32% 
DEPARTMENT STORES ... 28% 
FURNITURE STORES ...... 22% 
HARDWARE STORES ...... 6% 
UTILITY COMPANY ..... 12% 


According to figures received from 
the local utility company, we find that 
94% ot the domestic customers are of 
the urban classification, and 6% are 
rural customers. 


} 








GLASS AND oTEEL 


Glass and Steel—wedded inseparably 

—for life—that’s porcelain enamel. 
. . . Those two materials, joined in a 
furnace so hot its interior is white. 1550 

Fahrenheit. Hot enough to weld the 
molten glass right into the surface of the 
supporting metal. Note the photomicrograph. 

And, regardless of what you sell that is porcelain 
enameled: (table tops, refrigerators, stoves, ranges, 
washing machines, reflectors, cabinets, kitchenware, 
or whatnot) —the glass-hard, steel - strong surface 
makes your customer “happy ever after.” 

When you sell an appliance that is finished in 


porcelain enamel 

you may rest assured 

the finish will be there 

as long as your customer 
lives—spotlessly clean and exactly the same as the 
day you wrote up the sales order. 

Feature the porcelain enamel finish on your appli- 
ances. Sell up to quality. Porcelain enamel will return 
you longer profits not only with the first sale bui 
all other sales that come through satisfied customers. 

Write today for a free copy of the “Sales Manual 
for Porcelain Enamel” and learn the value of porce- 









lain enamel to you, your sales and your profit. 


EDUCATIONAL BUREAIL 
Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE, Inc. 


612 North Michigan Avenue ¢ Chicago 


PORCELAIN ENAMEL 48 
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Enjoy the Armco Ironmaster Broadcast 
each Wednesday night at 8:30 P.M. E.5S.T. 
7:30 C.S.T. on the Blue Network, N. B.C. 








PORCELAIN 
ENAMEL 





SEND FOR THE USEFUL ARMCO BOOKLET 


The American Rolling Mill Company, Middletown, Ohio 
We can use copies of your informative sales book- 
let: “How Porcelain Enamel Can Help You Sell More 
Profitably.” 

Vame 

Firm Name 


Address 
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You seu smart styling and utility 
first, of course, in the appliances you display. But 
along with these is another powerful sales lever — 
the use of Armco INncot Iron as the base metal. 
A great many manufacturers of ranges, refriger- 
ators, washing machines and other products regu- 
larly use this “world’s standard enameling iron.” 
It enables them to produce flawlessly-finished prod- 
ucts of lasting beauty and usefulness. Armco INcot 
IRON grips and holds the glass-like porcelain enamel 
in an enduring bond. Yet this is only a part of the 
story .. . ARMCO is the only base metal that has 
behind it a 22-year background of advertising in 
popular magazines and radio. You can easily capi- 
talize this buyer-acceptance that prevails over your 
trading area. First, make sure the manufacturer has 
put the famous Armco Label on your appliances. 
Then instruct your salespeople always to point to 
this label and explain briefly its meaning. Your 
customers will quickly remember and the sale will 
be clinched sooner. Other dealers are profiting by 
it; why not you? The American Rolling Mill Com- 
pany, Executive Offices, Middletown, Ohio. 


Write for this Valuable Booklet 


Here is a selling tool that tells you how to get the most sales 
value out of porcelain enameled appliances. An effective 
merchandising tie-up with Armeo is also explained. Get a 
copy for every salesman 
who works on porcelain 
enameled appliance sales. 
Just use the handy cou- 

pon or write on your 

firm letterhead. 











makes of refrigerators cooperated. 
The First Coatesville Electric Re- 
frigeration and Appliance Show was 
held on four days of refrigeration week 
and was attended by more than 7,000 
persons. Eight retail dealers cooper- 
ated and exhibited six makes of elec- 
tric refrigerators in addition to other 
electrical appliances including washing 
machines, ranges, radios, ironers, clean- 
ers, etc. Sales of major electrical ap- 
pliances with a retail value exceeding 
$6,000 were reported by dealers. 


(c) Air Conditioning Campaign (Spring). 
(d) Electric Cleaner Campaign (March). 


The Electric Cleaner Campaign, 
during the period from March 25th to 
April 20th resulted in a total of 2,870 
sales of new floor model electric clean- 
ers at an average price of $43.50 each, 
representing approximately $120,500 
of electric cleaner business at retail 
value. This record compares with to- 
tals of 1,310 and 2,274 sales which 
were secured as a result of a similar 
activity conducted in the years 1933 
and 1934, respectively. Nineteen man- 
ufacturer and distributor members of 
the Association, including the utility 
company, representing ten different 
makes of electric cleaners cooperated 
with the Association in the promotion 
of this campaign. Three of these dis- 
tributors, with direct selling organiza- 
tions and selling electric cleaners ex- 
clusively, received 41% of the total 
sales, while 15 distributors selling 
other electrical appliances along with 
electric cleaners, and depending en- 
tirely on the retail dealer as the sales 
medium, received 56%. The utility 
company received 3% as its share. 


(e) Fourth Annual Electric Progress 
Exhibit (May). 


This exhibit was of three days’ dur- 
ation. As in previous years, the ex- 
hibit was an invitation affair open to 
architects, engineers, maintenance men, 
builders, utility men and industrialists. 
A record-breaking attendance of about 
6,000 was drawn from Philadelphia 
and other towns. 


(f) Cooperative Electric Water Heater 
Rental Plan. 
(8) Ceageeative Electric Range Rental 


an. 
(h) Electric Washer & Ironer Campaign 
(Sept.). 


Seventeen distributor members of 
the Association, representing 16 differ- 
ent makes of electric washing machines 
and ironers reported a total of 3,490 
sales of electric washing machines and 
447 sales of electric ironers through 
dealers during the campaign period. 
The average retail price of washers 
sold was $73.30 and $69.50, average 
retail price for ironing machines. 

Comparing these figures with the 
month of August, 1935, we find the 
same group of distributors reporting a 
total of 2,754 electric washer sales and 
239 electric ironer sales. The average 
retail price on washing machines dur- 
ing the month of August was $70.90 
and on ironing machines, $74.10. 
These figures disclose an increase of 
27% on electric washing machine 
sales and 88% on electric ironing ma- 
chines for the distributors who co- 
operated with the Association in con- 
ducting the campaign. 


(i) Lamp Campaign (Oct.). 


A total of 1,457 retail agents co 
operated in the Lamp Campaign dur 
ing the period from October Ist to 
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31st, 1935, and produced a sales total 
of 1,410,848 lamps with a retail value 
of $210,000 during the thirty-one days 
of the activity. The total sales re- 
ceived from this campaign show an 
increase of approximately 16% over 
the totals received from a similar ac- 
tivity conducted during the month of 
October, 1934. 

j) Eighth Annual Radio & Electric Show 

The six days of the exhibition’s dur- 
ation in 1935 saw 121,000 persons 
pass through the turnstiles, a gain of 
21% over former years. Products of 
more than 300 nationally known com- 
panies were displayed, showing the 
progress made by electrical* engineers 
in radio, heating, lighting, refrigera- 
tion, air conditioning, oil burners and 
many hundreds of electrical appliances. 
(k) Small Appliance Campaign. 

(t) Give Electrical Gifts (Christmas). 
(0) Better Light— Better Sight Campaign. 

Late in 1934, the Association 
launched an intensive drive throughout 
the industry in this territory in the 
interest of Better Light—Better Sight. 
This activity has been carried over into 
the year 1935 and involves the co- 
operation of the various lighting equip- 
ment manufacturers, lamp manufac- 
turers and retail dealers, selling equip- 
ment associated with lighting in the 
home. 

Range Selling Practices, etc. 

Extreme cooperation is extended to 
retailers in this territory interested in 
selling electric ranges and water heat- 
ers by the local utility company. The 
entire cost of installation of these two 
appliances in customers’ homes under 
standard conditions is assumed by the 
utility. 

A finance plan is also available to 
dealers through which electric ranges 
and water heaters can be sold on terms 
of $5 down with 36 months in which 
to pay the balance. 

During the year 1935, the local util- 
tty company instituted various rental 
plans on both electric ranges and water 
heaters. However, these plans were 
conducted on a cooperative basis and 
retailers were given an‘opportunity to 
rent these appliances on the same basis 
and on the same terms as the utility. 

Within the past few years, various 
cooperative campaigns were instituted 
in this territory as a means of develop- 
ing the electric range and water heater 
market. As a special inducement to 
customers a seven-piece set of alumi- 
num ware with a retail value of $10 
was given by the Association in con- 
nection with the sale of every electric 
range sold either by the utility com- 
pany or by dealers. 

The average residential consump- 
tion of electric current per domestic 
meter in this territory over a period of 
the last five years shows the following: 

1931—600 K.W.H. 
1932—625 K.W.H. 
1933—645 K.W.H. 
1934—675 K.W.H. 
1935—717 K.W.H. 

In compiling an analysis of the per- 
centage of major appliance business 
secured by the various retail outlets 
located in the territory, we find the fol- 
lowing results: 


SPECIALTY DEALERS .... 32% 
DEPARTMENT STORES ... 28% 
FURNITURE STORES ...... 22% 
HARDWARE STORES ...... 6% 
UTILITY COMPANY ....... 12% 


According to figures received from 
the local utility company, we find that 
94% ot the domestic customers are of 
the urban classification, and 6% are 
rural customers. 





GLASS AND oTEEL 


Glass and Steel—wedded inseparably 
—for life—that’s porcelain enamel. 
. . . Those two materials, joined in a 
furnace so hot its interior is white. 1550 

Fahrenheit. Hot enough to weld the 
molten glass right into the surface of the 
supporting metal. Note the photomicrograph. 

And, regardless of what you sell that is porcelain 
enameled: (table tops, refrigerators, stoves, ranges, 
washing machines, reflectors, cabinets, kitchenware, 
or whatnot) —the glass-hard, steel - strong surface 
makes your customer “happy ever after.” 

When you sell an appliance that is finished in 
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porcelain enamel 

you may rest assured 

the finish will be there 

as long as your customer 
lives—spotlessly clean and exactly the same as the 
day you wrote up the sales order. 

Feature the porcelain enamel finish on your appli- 
ances. Sell up to quality. Porcelain enamel will return 
you longer profits not only with the first sale bui 
all other sales that come through satisfied customers. 

Write today for a free copy of the “Sales Manual 
for Porcelain Enamel” and learn the value of porce- 
lain enamel to you, your sales and your profit. 





EDUCATIONAL BUREAU 
Clearing House for Sales and Technical Information 


PORCELAIN 


ENAMEL INSTITUTE, Inc. ; 


612 North Michigan Avenue ¢ Chicago 


PORCELAIN ENAMEL 244 
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F. L. Hockensmith, 


General Manager, Electrical Development 
League of Southern California 


HE City ot Los Angeles has 
approximately 325,000 homes, 
of which 99 per cent are 


.wired. Of these homes, the Bureau of 
Power and Light delivers service to 
approximately 200,000 homes, the Los 
Angeles Gas & Electric to approxim- 


ately 100,000 homes and the South- 
ern California Edison Company to 
about 25,000. These figures apply 


only to the corporate limits of Los 
Angeles; there is of course a large con- 
tiguous and populous territory. 
Within the city are about 500,000 
home radios, about 20,000 auto 
radios, 400,000 automobiles, 347,500 
telephones. The average annual in- 
come and spending power is consider- 
ably above that of the country as a 
whole. The average domestic use of 
electricity was in the neighborhood of 
620 kw.-hr. per year for each consumer 
as of Dec. 31, 1935. Although the 
entire territory served by the Bureau 
ot Power & Light falls within the 
city limits, 4 percent of the population 
served may be considered rural. 
‘There are approximately 268 retail 
merchants within the City of Los 
Angeles selling electrical appliances. 
This figure includes the electrical de 
partments of department stores, neigh 
borhood electrical dealers, hardware 
ind furniture stores. Neither the two 
power companies nor the Bureau do 
any active merchandising of electrical 
appliances, except one company which 
handles small appliances only. The 


With a word about the recently organized 


Electrical Development League and a market of 


325,000 wired homes 


small dealers as a group do the major 
portion of the business; individually 
the department stores stand at the top 
in volume. Hardware stores, specialty 
dealers and furniture stores all handle 
refrigerators, but very few handle 
electric ranges. 

There has recently been organized 
in southern California an Electrical 
Development League whose purpose 
will be to promote the development of 
the electrical products market in the 
area which will be served by Boulder 
Dam power when it arrives. The 
League is too young as yet to have 
any record of accomplishment or any 
definite plan for the future to present, 
but it promises a united industry with 
the avowed purpose of making the 
southern California district the mostly 
intensively electrified of any in the 
country. 

No figures are available as to the 
exact number of electrical appliances 
sold in Los Angeles in 1935 as there 
is no agency to collect this data. Ap- 
proximately 1,300 ranges were con- 
nected to the lines of the Bureau of 
Power & Light during that period. 
It can safely be said that there has 
been a substantial increase in the num- 


ber of sales for 1935 over 1934. Pres- 
ent saturation percentages for the 
three major electrical appliances have 
been estimated as 1.9 per cent for elec- 
tric ranges, .4 per cent for water heat- 
ers and 35 per cent for refrigerators. 
It is expected that in January, 1936 
municipal electric rates will be re- 
duced, thus stimulating the sale and 
use of electricity. 

While the Bureau of Power & 
Light does no selling of electric appli- 
ances itself, it does much to encourage 
the sales of electrical dealers. A re- 
frigerator campaign was staged during 
May, June, July and August. Signed 
statements from all distributors show 
an increase of approximately 200 per 
cent for these four months over cor- 
responding sales in 1934. A range 
campaign resulted in approximately 
15 per cent increase in the sale of 
ranges over last year. The campaigns 
actually were the normal advertising 
support which the Bureau gives to its 
dealers. No premiums or special sales 
stimulators were employed. 

The Department of Water and 
Power maintains a permanent exhibit 
in its basement display room, where 
three all-electric kitchens are installed. 





1935 DEALER SALES ON THE PACIFIC COAST 


EVERAL of the cooperative organizations and dealer cooperation departments of Pacific Coast power 
companies ask for monthly sales reports from dealers. The following figures cover a ten-month period, 
most of them from Jan. 1, 1935 to Oct. 31, 1935, although in one or two cases estimates are available for 
Nov. and Dec. In these cases the figures cover the corresponding calendar years. Figures on 1934 sales from 
the San Joaquin territory and from Utah are not available. 


P. G. & E. Co 

APPLIANCE 1935°* 1934 
Range 3,037 2,479 
Water heater 2,259 2,354 
Air heaters aux. 5,250+ 3,409 
Air heaters 220 728+ 476 
Refrigerators ; 38,665 24,857 
Dishwashers : 101 75 
Washers 31,690 27,000 
lroners 9,994 6,691 
Vac. cleaners ........ 22,173 20,954 
Radios 74,473 69,702 
Mixers 6,919 no record 
Cookers 
Irons 
Waffle irons 
Toasters 
Table stoves 
Heating pads 
Curling irons 
Coffee makers : 
Sewing machines 12,729 13,126 
DE Civctcicaniioa” ° eae adeaneie 
Fans 
Dinas be '. gevagew manne 
Reflector lamps 
Miscellaneous lamps... ............. 
Yard lights 

Misc. small appliances 
Total dealers Dawes 900 


No. Reporting . 


1. Pacific Gas & Electric Co. reports 


ances upon which accurate reports are available from dealers’ 
accounts. Ranges, water heaters and air heaters include power 
company sales. Other figures represent dealer sales alone. 
2. Gathered by Bureau of Radio and Electric Appliances of 
San Diego County. Clocks, fans included under miscellaneous. 
3. Includes reports from dealers in San Joaquin territory 


as well as in southern California. 


San Diego Con. G&E Co So. Cal. Ed. Co. 


Jan.-Oct. Jan.-Oct. Jan.-Oct. Jan.-Oct. 
1935 1934 1935 1934 
246 175 4,724 2,253 
325 14 2,552 421 
563 144 1,110 653 
4,983 2,327 31,701 16,089 
2,520 1,865 24,846 18,542 
479 278 4,186 2,851 
1,247 610 8,621 4,570 
6,923 5,596 38,519 28,693 
510 344 3,726 1,905 
212 510 475 272 
2,386 1,491 13,284 9,976 
1,122 232 4,029 2,641 
1,540 488 5,728 4,162 
423 327 2,863 2,151 
488 121 1,709 1,086 
635 654 
1,000 401 3,512 2,167 
160 % ; 
3,732 2,330 
2,817 2,307 
248 193 
1,868 1,119 14,349 2,885 
100 572 
75 501 


* Nov. and Dec. estimated. 
+t Sept. 1934—Oct. 1935 


only on major appli- 


ritory. 


porting dealers. 


San fooquin Utah 


L.&P.Corp.Pr.&L.Co. idaho Pwr. Co. 
Jan.-Oct. Jan.-Oct. 1935* 1934 
1935 1935 
1,242 1,636 2,499 1,768 
614 386 1,212 470 
154 417 ixegikunba ues 
510 ee 
a 4 8,632 5,801 2,743 
6 ip hae 
3,292 7,516 4,639 3,935 
621 360 132 1 
792 4,175 932 787 
5,319 8,195 4,141 3600 
699 2,132 
161 ae 
3,447 ee 
1,022 2,289 
1,243 4,455 
1,272 , 304 
; 1,724 
ee 
951 2,289 
876 EP neces marae 
2,084 
21 51 
841 Ek wt pirate 
9,199 
490 Be ukhintiewe ccrite 
1,954 161 


4. Includes dealer reports from Midland Counties Public 
Service Corp., also. Compiled by Valley Electrical Supply Co. 
5. Includes Utah Power & Light Co. Territory in Utah, 
Idaho and Wyoming. Also Western Colorado Power Co. ter- 


6. Figures include power company sales and those of re- 
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These kitchens were sponsored by 
George Belsey Co., Westinghouse Sup- 
ply Co., Frigidaire Corp. and the 
Standard Electric Range Co. The 
kitchens have been manned by compet- 
ent dealer salesmen and are widely 
used by dealers for demonstrating and 
sales purposes. 

Two exhibits were established at 
the San Diego exposition, one portray- 
ing the development of water from 
the Boulder dam project and the other 
the famous House of Magic which 
was held in conj i with the 
Southern California Edison Company, 
the San Diego Consolidated Gas and 
Electric Company and the General 
Electric Company. 

A National Housing exposition was 
held in Southern California in a build- 
ing especially constructed for this pur- 

The Bureau and the Southern 
California Edison Co. participated in 
this effort through the combined ex- 
hibit of the Boulder Dam project and 
a joint display of appliances, in which 
they were joined also by electrical 
manufacturers. 

A Home Modernization Section 
was established in the Bureau of 
Power and Light to cooperate with 
the federal government in establishing 
its housing program in southern Cali- 
fornia. Necessary men and office space 
were allotted for this activity. Several 
sustenance home projects were pro- 
posed during 1935 in which the Bur- 
eau of Power and Light cooperated 
with the federal agencies in securing 
necessary data for estimates. 

A dealer sales school was establish- 
ed during the year for the training of 
better electric range and water heater 
salesmen. Approximately 175 dealer 
salesmen were put through a .three- 
day training period which gave them 
the fundamental data necessary for 
the better selling of electrical equip- 
ment. The Electric Cookery Council, 
an organization sponsoring activities 
of range salesmen, has been continued 
throughout the year, and the Bureau 
has published a monthly magazine, the 
Electric Ranger, devoted to range sell- 
ing promotion. 

Ranges and water heaters are pro- 
moted only through dealers, none be 
ing sold by the Department. Free 
wiring is furnished for both ranges 
and water heaters. All ranges and 
water heaters are delivered to a test- 
ing platform, after sale by dealers, 
where they are assembled and tested 
by the Bureau, after which they are 
delivered ready for operation. This 
new service is provided at no cost to 
the dealer. It has already proved bene- 
ficial to consumer and dealer alike, do- 
ing much to eliminate complaints. A 
campaign of range advertising is con- 
tinuously carried on, with free display 
material furnished to the dealers. No 
rental or financing plan has as yet 
been tried by the Bureau, although of 
course, the F.H.A. financing terms are 
here available. 

The two outstanding facts which 
will influence the future market for 
appliances in this district are the early 
arrival of power’from Boulder Dam 
and the establishment of the Southern 
California Electrical Development 
League. With low rates in prospect 
and the pressure of a united industry 
behind sales, it expected that 1936 
will undoubtedly be the greatest year 
in the selling of electrical appliances 
which Los Angeles has ever known. 





HE Flectric Appliance Society 
of Northern California serves, 


as its name implies, that portion 
of the state north of the Tehachapi 
Pass, in particular the territory which 
is served by the Pacific Gas & Elec- 
tric Co. There are 443,461 wired 
homes in this area and 79,291 indi- 
vidual apartments wired. City custom- 
ers number 420,583 and rural cus- 
tomers 96,972. 

Of the general business conditions 
in this territory it may be said that 
there is one automobile owned for 
every 3.02 persons in the population 
and that 22.3 telephones are installed 
per every 100 in the population. It 
has been estimated that the total basic 
income for this territory for 1934 was 
$611,680,600, representing an average 
per capita income of $269. Business 
conditions in agriculture, industry and 
retail trade were markedly better for 
1935 than during the year preceding 
and this in turn marked a decided im- 
provement over 1933. A total of 358,- 
725 radio sets have been reported 
a:nong residential consumers. The av- 
erage annual residential consumption 
in this territory is 688 kw.-hr. This 
territory is served by 122 distributors 
of electric appliances and approxi- 
mately 900 retail outlets. The large 
department stores do the largest per- 
centage of selling of electric appli- 
ances, except ranges and water heat- 
ers, which are sold by small electric 
dealers and the utility. 

The Electric Appliance Society of 
Northern California is a cooperative 
organization consisting of manufactur- 
ers, jobbers, retail dealers and the Pa- 
cific Gas and Electric Company, the 
power company matching all others 
in the contribution of funds. A plan- 


ning committee drawn from all 
branches of the industry directs the 
Society’s activities. The Society plans 
industry campaigns and appropriates 
funds for the creation of a central ad- 
vertising theme around which each 
campaign is built. It draws up a com- 
plete plan of advertising, organizes all 
newspapers in the territory, supplies 
them with clip sheets containing pub- 
licity and keynote advertiseasents and 
encourages dealers to place tie-in ad- 
vertising based on the Society’s cen- 
tral copy. 

There were two special campaigns 
during 1935 conducted under the So- 
ciety’s sponsorship and that of the Pa- 
cific Gas and Electric Company—a do- 
mestic electric refrigeration campaign 
during May and an electric ironer 
campaign during September. The elec- 
tric refrigeration campaign brought a 
sale of 5,227 refrigerators during 
May, contrasted with the figure of 
3,350 refrigerators which was the rec- 
ord for the similar campaign which 
had been conducted in May, 1934. 
This was an increase of 1,877 units, 
or 56 per cent. 

A barrage of refrigeration adver- 
tising was conducted by the Electric 
Appliance Society, by the refrigerator 
distributors and by the dealers. There 
was a tremendous amount of tie-in 
advertising. Practically all 86 offices 
of the Pacific Gas and Electric Com- 
pany conducted live floor demonstra- 
pelte expositions of all refrigerators 
with hostesses in attendance. Com- 
plete expositions of al refrigerators 
taking part in the campaign were 
maintained on the floors of the offices, 
and special attractive displays were 
installed in all display windows. 

The effect of the intensive promo- 





B. W. Reynolds, 


Promotional Director, Electric Appliance 
Society of Northern California 


tional work conducted through the 
month of May carried over into the 
months of June and July, breaking 
all previous sales records. As a matter 
of fact, more sales were made in the 
month of June than during the cam- 
paign month—6,614 units were sold in 
June compared with only 2,615 units 
in June, 1934. Total sales for the 
year in P.G. & E. territory will run 
close to 40,000 units, with a retail 
value exceeding $7,000,000. 

The results of the electric ironer 
campaign conducted by the Society in 
conjunction with the Pacific Gas and 
Electric Company were also very suc- 
cessful. Sales amounted to . 1,240 
ironers in Sept. 1935, as against 808 
in September 1934. This was an in 
crease of 432, or 53 percent. This 
figure of 1,240 ironer sales for Sep- 
tember can be appreciated when it is 
realized that an average of only 676 
per month had been sold during the 
first eight months of the year. It is 
estimated that by the end of 1935 
sales of electric ironers will run close 
to 10,000 units for this territory, 
with a retail value of approximately 
$750,000. 

Electric ranges and water heaters 
are sold by both dealers and power 
company. The policy of the utility is 


Over 40,000 Major Appliances were sold in this 
market of 443,000 wired homes during 1935 





































to confine its own sales in general to 
customers who have no range or water 
heater to replace or who are using 
competitive fuel equipment. <A flat 
price on wiring is charged to the cus- 
tomer for initial range or water heater 
installations, varying from $15 in 
rural districts to $35 in San Francisco, 
except where the cost to the company 
exceeds a $25 additional charge. 
Water heaters installed where range 
wiring is already in are wired free of 
charge to the customer where the cost 
does not exceed $20. Dealer sales of 
approved equipment to customers 
hitherto using competing fuel are giv- 
en similar terms. 

Trade-in allowances are made on 
competitive fuel ranges equivalent to 
the flat price of installation, except 
where a competitive gas range is be- 
ing replaced, in which case an addi- 


tional amount is allowed based 
on one-half the resale value after 
adaptation to natural gas. Where 


no housewiring is necessary a cash al- 
lowance is made, all above $7 being 
shared by the salesman out of his com- 
mission. Dealers make their own 
terms, the power company agreeing to 
purchase old ranges of competing fuels 
at a basic price of $7, water heaters 
at $5. Commissions are allowed for 
dealer sales varying from $5 to $8 for 
a range, $6 for a water heater. Fin- 


Southern 





HE territory served by the 
Southern California Edison 
Company covers a considerable 
portion of Southern California. The 
company serves some 25,000 homes in 
the City of Los Angeles and in addi- 
tion a wide number of smaller com- 
munities and an extended agricultural 


district. The number of wired homes 
in their territory is approximately 
400,000. The average annual kw.- 


hr. consumption per domestic con- 
sumer is rapidly climbing back toward 
the previous high which was 741 kw.- 
hr. for 1932. The last reports show 
a figure of 727 kw.-hr. per customer. 
The number of specialty distributors 
handling electrical appliances in this 





H. C. Rice, 


Merchandise Manager, 
Southern California Edison Company 
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ancing is done under the F.H.A. on 
a simplified plan worked out between 
the power company, the American 
Trust Co. and the Bank of America. 
Range rates vary according to the dis 
trict served, but a typical combination 
lighting, cooking and heating rate for 
a single family dwelling in the San 
Francisco bay district calls for a 40 
cent service charge followed by a 
charge of 4+ cents per kw.-hr. for the 
first 40 kw.-hr., 2.5 cents for the next 
200 and 1.5 cents for all in excess of 
this amount. Water heaters are 
served at a 1 cent rate throughout the 
company’s territory. 

An analysis of sales of major appli- 
ances during 1935 gives the follow- 
Ing totals: 


No. Units 
Appliance 1935 

ED osc aeneseameee 38,665 
a a ee 31,670 
Ironers ae 9,994 
pO ee ere 22,173 
a a a a ec a 74,473 
I 101 
Elec. Sewing Machines......... 12,729 
Mixers ee - 6,919 
Ranges Bal aia 3,037+ 
OS ae 2,259+ 
Major Air Heaters ............ 896 
Auxiliary Air Heaters ........ 6,995 


Saturation figures for the major 
electric appliances in this territory are 
as follows: 


rtment 

Residential fouses 
Electric ranges . 6.4% 12.6% 
Water heaters 34% 6% 
Washing machines 45. % 
Ironing machines 5.6% 
Vacuum cleaners... 57. % 
Refrigerators 18.8% 59.3% 
Radios 80.9% 


Early in 1935 the Pacific Gas and 
Electric Company conducted a survey 
of the electric appliances in use in its 
territory and from these figures estim- 
ated the, future market open to dealer 
sales. At that time the appliances in 
use on the Company's lines were as 
follows: 





Sold Per Cent Retail Value 
1934 Increase Increase 1935 Sales 
24,857 13,808 55 $7,346,350 
27,000 4,670 17 2,375,250 
6,691 3,303 49 749,550 
20,954 1,219 6 776,055 
69,702 4,771 7 3,723,964 
75 26 Ra 6,565 
13,126 a a 636,450 
no record 103,785 
2,479 558 22 379,625 
2,354 95 4 146,835 
26,880 
41,970 
$16,313,279 


+The figures for electric ranges and water os Renssee are total sales of dealers and the utility. All 


other appliances are sold exclusively by dealers. 


district is 25, the number of dealers 
600. These figures cover only those 
outlets reporting sales to the Edison 
Company and are therefore probably 
not completely comprehensive. For 
some years the Edison Company has 
done no direct merchandising itself, 
but actively promotes the sale of elec- 
trical appliances through dealers. It 
is impossible to designate the type of 
store handling most of the. business, 
as this varies from community to com- 
munity among those served. Results 
depend more upon the management 
and operation of the store than on the 
type of store involved. 

The Edison company estimates the 
dollar volume of sales through report- 
ing dealer outlets in their territory at 
approximately $14,000,000 during 
1935. Sales of the major appliances 
for 1935 as compared with the pre- 
vious year are as follows: * 


Estimated 

1935 Saturation 
(estimated) 1934 % 
Ranges 5,500 2,690 7 
Water Heaters 3,000 620 2 
Refrigerators 35,000 18,060 38 
Washers 0,000 22,713 55 
Vac. Cleaners 10,800 5,844 50 
Radios 49,000 39,441 95 


The Edison Company maintains a 
staff of nine home economists, whose 
duties include contacting all dealers 
to keep them informed as to coopera- 
tive activities as well as to help the 
dealer train his sales force and organ- 
ize his own business for greater sales. 
The dealers report all sales monthly 
and in return are sent a monthly sum- 
mary of sales made for that month 
and year to date, so that they may see 
trends for the total territory and their 
own market area. This has proved 


me) oe oe | a, 


i oe 


Ranges Be eh a as 49,260 
Water heaters 19,381 
i, eee 8,799 
EE ple sc a Poe nine wee 210,152 
Ironers sirlasse nite ah eee ea loa 28,827 
Vac. cleaners 281,880 
Refrigerators 182,560 
Radios a oe 428,217 

This represents the replacement 


market for this district. Many of these 
appliances are now ready to be dis- 
carded and all will eventually have to 
be replaced. In addition should be 
reckoned lighting fixtures, lamps and 
small appliances amounting to a total 
replacement value of about $38,200,- 
000 at present retail prices. 

The potential new customer mar- 
ket is made up of those customers of 
the power company not now owning 
electrical appliances, and who are in 
a financial position to make purchase 
of these appliances now or who may 
reasonably be expected to be later on. 
These possible purchases were esti- 
mated as follows: 


OS CSE A aes ee 21,780 
we aman 301 
Major air heaters ............. 4,269 
Clothes washers ............... 129,407 
Ironing machines ...... 163,6% 
Vacuum cleaners ............. 135,405 
Refrigerators ,. 183,480 
A Ae or $2,078 


The money value of this potential 
new market was estimated as $6l,- 
500,000 for electric appliances. 
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400,000 Domestic Customers 


. 600 Dealers . 


. $14,000,000 


worth of appliance business in '35 


most helpful to the dealers in planning 
for the future. Nine contact men 
whose duties it is to call on architects 
and builders of new homes help to ex- 
plain Red Seal, air heating, air con- 
ditioning and other features of all- 
electric homes. 

During the course of 1935 the Ed- 
ison company held 125 sales meetings 
for dealers and salesmen, most of 
which were dinner meetings, at which 
there was an attendance of 18,000. 
The program covered helpful sales in- 
formation designed to increase dealer 
sales and sales profits. 


JANUARY, 1936 — ELECTRICAL MERCHANDISING 


The Southern California Edison 
Company makes a special wiring al- 
lowance for electric ranges, taking in 
the old range in exchange. This is 
equivalent to free wiring for most 
homes. A complete financing service 
is given to dealers on ranges, water 
heaters and refrigerators, with terms 
up to five years on ranges and water 
heaters, three years on refrigerators. 
No rental of ranges is done. Com- 
bined lighting and cooking rates start 
at 5 cents for the first 25 kw.-hr., 
dropping to 3 cents for the next 125 

(Please turn to page 84) 
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Here's an opportunity to get your sales message before 12,000 
dealers, distributors and manufacturers who will use this book 
throughout 1936 for reference and buying information. 


@The Appliance Specifications and Di- 
rectory will bring together in one book 
the complete product specifications of 
leading appliance manufacturers, so that 
the dealer or distributor can quickly 
compare your specifications with those 
of other similar appliances — in one 
source of buying information. 

@it will place the specifications of your 


products before the dealers and distribu- 


tors now handling your product and 
those who can profitably add your prod- 
ucts to their present lines. 

@i« will provide dealers and distribu- 
tors with a quick reference source of 
facts about your appliance at the moment 
they are in the market for your products. 
@ic will help dealers sell your products 
to their customers by giving them useful 


selling information. 





@lt will offer you an opportunity to 
supplement your regular editorial listing 
in this book with both illustrations of 
your products and some hard-hitting sell- 
ing facts in the advertising pages. 

@lt will enable you to maintain this 
profitable year ’round contact with your 
dealers and potential dealers, at a re- 
markably low cost. 


Full particulars on request. 
Forms close February 1, 1936. 


ELECTRICAL MERCHANDISING 


ABC A McGraw-Hill Publication ABP 
330 West 42nd Street New York, N. Y. 





THE NEW GENERAL ELECTRIC RANGE 


HE NEW G-E Speedster is the greatest 

advance in electric cooking in ten years,” 
says a famous home economist! “The range 
with sales volume and profit written all over 
it!” say dealers who have seen it. Priced to sell 
to the mass market, the new G-E Speedster is 
years ahead of the procession in speed, econ- 
omy, features, styling. 


6 Exclusive Sales Features! 


i—New oversize G-E “Tripl-Oven” with 
pastry compartment that gives up to 30% 
faster baking speeds at as much as 45% 
less current! 

2— New G-E Duplex Hi-Speed CALROD Oven 
Unit with 1200, 2400 or 3600 watts. Pre- 
beats pastry space to 475° in § minutes. 


3— New G-E Twin Terminal Connections, pro- 
viding heating unit positions for every oven 
cooking operation. 


A COMPLETE LINE 
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AND 





* Tie 
om : 


4—New G-E Economizer gives unequalled 
oven speeds, saves current. 


5— New G-E Super-Speed Broiler. 


6—New G-E Smokeless Broiling Pan with 
aluminum smokeless shield. 


Other features include G-E Hi-Speed CALROD 
surface units; new smooth top, 6-quart Thrift 
Cooker; sliding oven shelves; automatic tem- 
perature control with pilot light; new type 
storage compartment; appliance outlet; modern 
table-top styling; gleaming white all-porcelain 
finish with black and chrome trim. 


Write for Details! 


Be the first in your locality to introduce this 
amazing new range! See your G-E Refrigerator 
Distributor NOW or write direct for all par- 
ticulars. General Electric Company, Appliance 
and Merchandise Department, Section EMI, 
Nela Park, Cleveland, Ohio. 


A COMPLETE 


JANUARY, 1936 — ELECTRICAL MERCHANDISING 











MERCHANDISING 


ModelG 20 





WITH THE NEW EXCLUSIVE G-E 


“TRIPL-OVEN” 


Super-S peed Pastry Oven gives as 
much as 30% faster baking 5 peeds— 
uses up to 45% less current. 


2 


Super-Fast Broiler. Has 2400 or 3600 
watts for broilin g. Equip ped with 


Smokeless Broiling Pan. : 


3 


Roasting Oven with 5% greater ca- 
pacitiy than standard 16 inch oven. 
Accommodates 20 lb. turkey. 

PROGRAM 
























Julius Daniels 


Manager, Promotion Department, 


Boston Edison Company 


OSTON is one of the most im- 
B portant markets in the country 
for the sale of electrical appliances. Its 
high percentage of home-owners and 
wide-spread suburban areas, encour- 
age the use of labor-saving appliances 
and the spread of the domestic electri- 
fication movement. 


Prime movers in the stimulation 
and promotion of the market are the 
Edison Electric Illuminating Com- 
pany. The Promotion Department ‘s 
under the direction of Julius Daniels 
and the Metropolitan Electric League 
run by J. J. “Jack” Caddigan. 


Important market data for the 
Metropolitan Boston territory, served 
by Boston Edison, follows: 
The number of wired homes 
(domestic customers) : 

313,000 

Sales of major appliances: 


1934 1935 
Refrigerators . 2,500 2,700 
Washing Machines 1,980 1,800 
Ironers 413 300 
Vacuum Cleaners 1,050 1,100 
Ranges: 
Sold by Company 760 1,400 
(Sold by Dealers 240 500 
Water Heaters—Total number 550 


Estimated degree of saturation of major 
appliances: 


Refrigerators 20% 
Oil Burners 10% 
Ranges 3% 
Water Heaters—Total number 500 


Within the territory served by the 
Edison Company there are approxim- 
ately 300 electrical dealers and con- 
tractors, of whom about one-half to 
three-quarters are selling ranges in co- 
operation with the Company. 

There are probably 75 to 100 elec- 
trical specialty shops. This figure 
would not include furniture stores and 
ippliance department 


stores. 


divisions of 


Basic market data: 
Population in territory ser- 


ved by the Company 

(PRED GMOOER) cccescces 1,350,000 
Homes occupied by home 

owners en 113,000 
One-family dwellings 123,000 
Two-family dwellings 42,000 
Passenger automobiles 218,000 
Residence telephones 165,000 
The total business of the Edison 


Company in appliances for this period 
will be about $1,200,000, and it is 


313,000 Customers and 
a $10,000,000 Market 
for Appliances in the Hub 






sate to assume that the volume with- 
in the territory supplied by the Com- 
pany must run close to $10,000,000 at 
least. 

Range selling practices: 

The company offers free wiring of 
ranges and water heaters, except for 
infrequent cases where a customer is 
inaccessible except at prohibitive cost. 

The company conducts cooperative 
advertising with some of the large 
Boston department stores, and_ in- 
cludes reference to contractor dealers 
in other of its advertising. 

The company will carry conditional 
sales agreements on ranges and water 
heaters for its own customers on a 5% 
basis, adjusted monthly. It will also 
assume these agreements of sales made 
by contractors and contractor dealers. 

The company does not rent ranges 
or water heaters. 

Average residential consumption 
annually. 

633 kilowatt hours. 

Types of retail outlets doing the 
major part of the business: 

Although no percentages are avail- 
able, it is believed the order would 
be: 

1. Department Stores 

2. Utility 

3. Specialty Dealers 

4. Furniture Stores 

5. Hardware Dealers 
Percentage of urban to rural cus- 
tomers. 

There are 
tomers. 
Domestic rate schedule: 

6',c for first 20 kilowatt hours 
(6'/c for first 2 kwhrs for 100 sq.ft. 
of floor space—minimum 1,000 ft.) ; 
next 70 at 5c; all in excess 3c. 


about 2,050 farm cus- 


There is a special offpeak storage 
hot water rate of 3c for the first 25 
kwhrs per month, and Ic for all in 
excess. 

Campaigns completed during 
1935: 

Two outstanding range selling 
campaigns; one on Detroit ranges, 
starting the latter part of 1934 and 
running into the early part of 1935; 
and another special sale of Crawford 
ranges held in cooperation with some 
of the larger Boston department stores 
was inaugurated in June of this year 
and is still in progress. 
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What Distributors say: 





sons in 1936 
before 
a winner!" 


Distributor, 
Ohio. 
"1936 should 


biggest year 
son's, too." 


Distributor, 
Illinois. 





wealth Utilities, 


R. E. Gerlinger says:- 
"We will sell more Gib- 


than ever 
the line is 


Gerlinger 
Equipment Co., 


Gibson 
Toledo, 


S. E. Schulman says:- 


be the re- 


frigeration industry's 


- and Gib- 
Common— 
Gibson 
Chicago, 


Ben Golden says:-"The 
FREEZ'R SHELF put us on 
top in 1935 There 
will be no stopping us 
in '36." Eastern Elec- 
trical Supply Company, 
Gibson Distributor, 
Newark, New Jersey. 


Walt Wissemann says:-"A 
splendid line and an 
early start that's 
what we need and we have 
it; so watch Remick's in 
1936." Jas. S. Remick 
Company, Gibson Distrib- 
utor, Sacramento, Cali- 
fornia. 








Sales appeal in 1936 


wll tt be 


~<—> 








7 Fested ond Approved 


Good Housekeeping 
Go, * Institute RY 
HOUSEKEEPING MACE 









2503 





PRICE or 
FEATURES? 


GIBSON 


has 


Both 
plus 





It will pay 


you to investigate! 


GIBSON 


ELECTRIC REFRIGERATOR 
CORPORATION 


| Home Offices 


and Factories 


| GREENVILLE, MICHIGAN 
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COROZONE 





with a complete line of 
AIR-CONDITIONING 


® There is no question but that everybody wants to enjoy the 
benefits of air-conditioning and that many people can afford to 
enjoy them. But there have been some genuine barriers to sales. 


A complete job. It has not been enough to cool and humidify (or 


has answered this problem 


Installation. It has been necessary to make complicated engineering 


computations. Corozone has solved this problem. 


Service. Servicing has been rather difficult—and too frequent. Corozone 


has answered this problem 


Prices. They have been too high. Corozone has answered this 


problem 





There are othe culties, to be sure, but these will give you an idea as to how 


far Corozone has progressed. Your problems have been uppermost in our minds. 
For eight years we have pioneered air-conditioning. There are over 50,000 in 


use. Now —Corozone will be sold throughout the world 


The exclusive Corozone patented principle of Ionization distinguishes 


it from all others. By charging the stale, dry air with pure, fresh 


oxygen, the ‘ionizer’ not only removes odors and smoke, but also brings 


relief and comfort to sufferers from hay fever, asthma and bronchial troubles. 


sorozone has developed a line of portable, small, inexpensive units which covers 


111 phases of air-conditioning, either singly or collectively. The various models 
retail substantially below comparable, competitive equipment 


a 


They require no servicing, no engineering, and have no installation problems 


for they are portable 


Distributors for the leading cities of the United States are being appointed at the 
present time. There is real opportunity for those who qualify. All applications 
will be held strictly confidential 





The Corozone Air-Conditioning Corp. 
1422 EUCLID AVENUE CLEVELAND, OHIO 
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HIS survey covers Erie and Ni- 


agara Counties in New York 
State, including Buffalo, Niagara 
Falls, Tonawanda, Lockport, East 


Aurora, Hamburg and Gowanda, as 
well as a few smaller villages, rural 
towns and hamlets. In this area there 
are a total of 204,000 meters. 


Appliance Sales: 


Domestic Units 
Refrigeration . 9,900 
Washers 9,500 
Ironers 1,200 
Cleaners 8,000 
Radio Sets 10,500 
Electric Ranges 1,995 
not including wiring 
Small appliances 
and lamp bulbs 
Total 


Estimated degree of saturation of ma- 
jor appliances: 


RN vcicesksccnanescees 24% 
Ironers ....... . 4% 
rr re 56% 
BE. .. ocnenenanee wae semenle 66% 
cet oie ndheae ania eaewe 74% 


There are 20 specialty distributors 
and about 300 dealers handling elec- 
trical appliances in this area. 
Automobile registrations in this 

DEE ccnaesves duecwenwaksed aaa 185,000 


PEED GORE ics cciccens 
Telephones 


Domestic rates in the city of Buftfa- 
lo are five cents per kilowat hour for 
the first fifteen kilowat hours; 3.8 
cents for the next forty-five kilowat 
hours; 142 cents per kilowat hour for 
the consumption in excess of sixty 
kilowat hours per month. The rates 
outside of Buffalo in Erie and Niagara 
counties are slightly higher. 

There have been several outstand- 
ing campaigns conducted in Buffalo 
during the year 1935, however, fig- 
ures on actual results are available 
only on two of them. 

The first campaign was that con- 
ducted directly by the Power Compa- 


200,000 customers spent $7,000,000 for electrical appli- 


ances in 1935... Some facts on another important market 






ny and with the cooperation of deal- 
ers in this area in the promotion of 
electric range Four thousand 
electric ranges were sold during the 
year as a result of this promotion. 

The second campaign is that con- 
ducted by the Electrical League of 
the Niagara Frontier to stimulate the 


sales. 


1934 1935 

Value Units Value 
$1,685,000 12,400 $2,050,000 
550,000 12,000 750,000 
80,000 1,600 110,000 
275,000 11,000 380,000 
875,000 13,500 1,120,000 
229,500 4,000 440,000 
1,560,000 2,115,000 
$5,254,500 $6,965,000 


commercial and industrial lighting 
market. This was in the form of 
contest for lighting salesmen on the 
payrolls of jobbers, manufacturers. 
dealers and contractors. A separate 
contest was run simultaneously tol 
power company employees. This cam 
paign resulted in over 800,000 watts 
of modernized lighting being installed. 

The Electrical League of the Niag- 
ara Frontier under the direction of 
Samuel S. Vineberg, sponsors two 
shows each year; one in the Spring 
to promote electric refrigeration and 
one in the Fall for the benefit of ra- 
dio and electrical appliances. In 1935 
an additional show was conducted for 
the benefit of the Better Light-Better 
Sight program. The combined atten- 
dance of all three shows this year was 
220,000. 

Cooking schools are also conducted, 
but in Buffalo they are sponsored by 
the three English speaking daily pa 
pers, their attendance average about 
25,000 each. Electric cookery and ap- 
pliances are generally featured. In ad 
dition to these three large schools the 
power companies in this territory con- 
duct weekly cooking schools in their 
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Hair dryers 





Refrigerators 


Oil burners 

























lroners 


the 
) Samuel S. Vineberg 


Manager-Secretary, Electrical League of the 
Niagara Frontier 


Air-conditioning equipment 
Stokers 


neighborhood stores and bill paying 
centers. This makes it very easy tor 
any woman to receive instructions on 
electric cookery. 

The Buffalo, Niagara & Eastern 








: : xers 
Power Co., which has been aggressive- Mi 
ly merchandising electric ranges in li , 

ng Erie and Niagara counties to it’s do- 

a mestic customers, offers free wiring 
-he with ranges sold either by themselves 

rs or by their dealers. This proposition aaa ai : : ; 
ate is given extensive promotional pub- ROSPECTS are more easily sold when they are assured of lasting satisfac- 
Ot licity through newspaper advertising, ’ : ‘ : . ; 
n light bill enclosures, display cards and tion from the electric as well as the mechanical equipment. Such assurance is 
tts on the radio. Through the operation : ' ‘ ne — 
+} of the “Heme Wechoe Phen” 2 given by the G-E monogram on the motor drive because many millions of G-E 
ig offers financing facilities to the inde- , os ‘ : . 
a seniiens dealer. motors, on more than 545 kinds of domestic appliances, have proved their 
WoO The average residential consump- — : , 
ng tion annually in Buffalo is 865 K.W. worth to satisfied users. 
nd H.; Niagara Falls is 1200 K.W.H.; 
ra the rural area of Erie and Niagara Do not neglect this additional sales aid; let General Electric motors, control, 
35 counties averages 800 K.W.H. per 
for meter. (The Niagara Falls figures wire, cable, and other necessary electric accessories help you sell. General Elec- 
ter and others do not include flat rate wa- 7 
1 ter heaters). ; tric, Dept. 6A—201, Schenectady, N. Y. 
yas Following is a close estimate of the 070-90 
appliance and radio business done by 

ed, the various outlets shown. 

I 

»s a) Department stores .....20% of total 

pe b) Furniture stores . eh es 
ut c) Specialty dealers ...... 4%“ “ 
ap d) Hardware stores .......10% “ “ 
id e) Electrical dealer- 
-he NE ac eee aeee — = 

' _— 

n- The proportion of urban to rural 
eir 


customers is 92% to 8%. Se - Hee 
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bins. ov White. 
while franchise for your city is still open 
UNIVERSAL COOLER CORPORATION 
Detroit, Michigan—Brantford, Ontario 


14 years’ manufacture of household and commercial refrigeration 
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Where Electrical Dealers Sold 9,110 Major 
Appliances to 78,000 Wired Homes in 1935 


SSUMING that the statistics 

and information desired con- 
i cern the territory in which 
Electrical League of Colorado concen- 
trates its maximum efforts, this re- 
port confines itself to the Denver met- 
ropolitan area, including the subur- 
ban towns of Aurora, Englewood, 
Edgewater, Wheatridge, together 
with farming districts encompassed in- 
side these boundaries. 

Greater Denver has 78,000 wired 
homes. This figure does not include 
department houses and commercial in- 
stallations which, according to the 
Denver Chamber of Commerce, run 
the total to 95,938. 

Electrical refrigeration sales in 
1935 approximated as accurately as 
possible, where no definite records 
were available, were about 2,000; 
washers, 1,100; ironers, 485; cleaners 
2,450; radios; 2,950; electric ranges, 
125. 

Estimated degree of saturation on 
radios: 85 per cent; refrigeration, 24 
percent; washing machines, 45 per- 
cent. 

Number of specialty distributors 
and specialty dealers in Denver metro- 
politan area is about 250. 

Roughly estimated, the aggregate 
volume of domestic electric appliance 
business transacted in 1935 was close 
to $1,500,000. Reliable information 
sources indicate the amount to be at 
least $1,350,000. 

Basic market data compiled by the 
Denver Chamber of Commerce and 
other fact-gathering agencies indicate 
that residents of the Denver area own 
about 70,000 radios; bought licenses 
for 73,884 automobiles and 5,229 
trucks; enjoyed the use of 88,555 tele- 
phones, in 1935. A Business Digest 
issued by the Chamber of Commerce 
several months ago listed: Population 


(estimated) 350,000, as compared 
with the U. S. census of 1930: 330,- 
761; number of water consumers: 
70,462; number of gas consumers: 
71,351; number of electric consumers: 
94,221. 

The Denver rate schedule applying 
to domestic electric customers is one 
combining a fixed charge of 30 cents 
per room and a commodity charge of 
three cents per kilowatt hour, which 
is favorable to electric range usage. 

No detailed report of Electrical 
League of Colorado’s 1935 campaigns 
and promotional work has been pre- 
pared. The year just closed, however, 
has been one of unprecedented activ- 
ity. With E. E. Brazier, regional 
manager of General Electric Supply 
Corporation, as president, the League: 
Participated aggressively in the Bette: 
Housing Exposition (held under F.H. 
A. sponsorship) ; sponsored estabish- 
ment of a code governing merchandis- 
ing of electric refrigerators; took a 
prominent part in the Cleanup, Paint- 
up, Lightup crusade; developed a new 
organization setup in conjunction 
with Rocky Mountain Electrical As 
sociation which budgeted (jointly 
with the Electrical League) $50,000 
for advertising and other promotional 
activities under the Business Develop- 
ment program; sponsored Dr. Mat 
thew Lukiesh in a series of lectures, 
radio broadcasts, etc. in conjunction 
with his “New Science Of Seeing” 
campaign; sponsored a sales clinic by 
George M. Irving on “The Human 
Element In The Sale”; conducted a 
radio exposition through advertising in 
the newspapers and other media. 

The above partial enumeration of 
League activities does not touch on the 
energetic cooperative advertising cam- 
paign which began in May, 1935, and 
concentrated its power on the various 
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George Bakewell, Jr., 


Managing Director 
Electrical League of Colorado 


current promotions such as the Light- 
ing and Wiring crusade (16 advertise- 
ments), the Yard and Garden Light- 
ing contest, Better Light, Better 
Sight; refrigeration, electric cooking, 
etc. 

Preliminary labors on the Electrical 
Jubilee, centering in Denver but with 
ramifications to all of Colorado, 
Wyoming and New Mexico, through 
Rocky Mountain Electrical Associa- 
tion ramifications, began in October 
and made possible a definite start on 
the “Give Something Electrical For 
Christmas” activity coincident with 
Electrical Housewares Week, Dec. 
2-7, continuing up to Christmas Eve 
with all cooperative agencies operat- 
ing under a full head of steam. The 
Electrical Exposition, which drew 
nearly 15,000 Denver visitors Dec. 
4-7, resulted in hundreds of prospects 
for electrical dealers who participated 
by distributing admission tickets. Vol- 
uminous newspaper publicity, together 
with a special section carrying adver- 
tisements and editorial material were 
potent factors in awakening public 
Electri-consciousness well in advance 
of Christmas. 

By and large, Electrical League of 
Colorado has just finished the busiest 
year in its history, and the most 
effective. 

Range selling practices in Denver 
are uniform, allowing three years to 
pay, and no free wiring. Very little 
cooperative advertising is devoted in 
this direction. 

Average residential consumption an- 
nually, reported for the twelve-month 
period ending Nov. 1, 1935 was 545 
kilowatt hours, an increase from 494 
in 1934, despite a slight falling off in 
the number of electric customers. 

Department stores are credited with 
the major part of electric appliance 
sales, with Public Service Company of 
Colorado next. A few years ago, the 


local utility did about 80 percent of * 


the electrical merchandising; but since 
the cooperative activity — functioning 
continuously—has operated, the ratio 
has changed greatly, now being estim- 
ated at 60-40, with Public Service 
Company on the short end. This does 
not mean that the Company is doing 
less business. On the contrary, vol- 
ume and dollar sales have mounted 
rapidly. The radically altered picture 
is due to the other merchandising 
agencies profiting from the cooperative 
project. 

Percentage of urban to rural cus- 
tomers in Denver is given as: 97 per- 
cent urban and suburban; 3 percent 
farm and rural. “Fringe” territory 
surrounding the city proper is well 
saturated with electric ranges—about 
1,200 being on the lines, including 
those installed in 1935. 





ESTATE’S HAT IS OFF 


TO THE ELECTRIC RANGE INDUSTRY 
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BRAND-NEW! Yes, so utterly new in 
appearance that it will create a stir wher- 
ever it is shown. The Model 564 Estate! 





Photo by EWING GALLOWAY 


GAIN of 75% in electric range shipments for the 

industry—that’s something to be proud of. © And 
Estate is proud to have taken an active part in sending 
this sales curve to such hat-raising heights. © What’s 
more, Estate is expecting that curve to take an even 
sharper upswing in 1936. © We’re mighty optimistic— 
and we have a right to be. ® For shipments of Estate 
Electric Ranges during 1935 were more than double 
those of 1934. © Proof that pocketbooks are opening 
up again. And proof that the many exclusive Estate 
features (and features which Estate pioneered) are an- 
tiquating more and more old-fashioned electric ranges— 
introducing electric ranges into more and more homes 
for the first time, every day. ® Yes, it’s definitely hats in 
the air for the electric range industry—and for Estate. 


ESTATE Electric RANGES 


Made by THE ESTATE STOVE CO., Hamilton, Ohio. Distributors in all important centers. 


KEEP IN STEP WITH ESTATE — AND YOU'RE IN STEP WITH THE TIMES 
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at Davenport crowds attended the 


When the A. A. Schneiderhahn Company of Des M 











, lowe, op d a branch 





P 


ing and were owarded prizes. Schneider- 


hahn officials at the opening included, besides Mr. Schneiderhahn, G. W. Onthank, 
J. W. Wilkins, L. Thomas, Lovis Wild, Lovise Borker, L. M. Dunn, G. B. Thomas 


and Eorl Clinker. Paw! R. Henerlay and Jock 


Helliwell will run the retail and 


wholesale ends, respectively, of the new branch. 


George E. Whitwell, Vice president 
of the Philadelphia Electric Company 
and Merrill E. Skinner, assistant vice 
president of the Niagara-Hudson Pow- 
er Corporation, were given the James 
H. McGraw Award for Co- 
operation for the year 1935, for their 
outstanding work in developing the 
Better Light—Better Sight movement 
in the electrical industry. A testimon- 
ial dinner attended by more than 500 
prominent utility officials and members 
of the industry, was held under the 
joint auspices of the Edison Electric 
Institute and the Illuminating Engi- 
neering Society at the Hotel Biltmore, 
New York, December 10. 

Speakers at the dinner included 
Frank W. Smith, president of the 
New York Edison Company, chair- 
man; Thomas N. McCarter, president 
of the Public Service Company of N. 
J., toastmaster; Floyd L. Carlisle, 
chairman of the Niagara-~-Hudson 
Power Corporation, speaking for the 


electrical industry; and Dr. Conrad 
Berens, speaking for the optical in- 
dustry. The medals were presented, 
on behalf of the committee, by Earle 
Whitehorne, assistant vice president of 
the McGraw-Hill Publishing Com- 
pany, publishers of ELECTRICAL 
MERCHANDISING. 

Honorable mentions for work in 
furthering the cause of Better Light 
—Better Sight were accorded to Br. 
Matthew Luckiesh, director of the 
Lighting Research Laboratories of 
General Electric; Michael J. Julian, 
president of the Better Vision In- 
stitute of New York; William F. 
Little, engineer of the Electric Test- 
ing Laboratories (development of I. 
E. S. lamp) Edward F. Weston, 
president of the Weston Electrical In- 
strument of Newark, N. J.; Earl L. 
Canfield, president of the Sight Light 
Corporation of New York; H. Free- 
man Barnes, manager of the Sales 
Promotion Department of General 
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Below is a glimpse of 
the gttractive modern- 
istic front of the new 
Davenport, lowa, 
branch of the A. A. 
Schneiderhahn Com- 
pony of Des Moines. 
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Electric; Joseph F. O’Brien, advertis- 
ing and sales promotion manager of 
the Westinghouse Lamp Company; 
C. Ernest Greenwood, commercial 
director of the .Edison Electric In- 
stitute; and Dr. Clarence E. Ferree 
and Dr. Gertrude Rand, directors of 


the Research Laboratory of the Johns 
Hopkins Medical School of Baltimore. 

In 1934 the James H. McGraw 
Award for Cooperation went to Gay- 
lord B. Buck of the Public Service 
Company of Colorado; the year pre- 
vious, C. E. Michel, sales manager of 
the Union Electric Light & Power 
Company of St. Louis and J. E. 
North, president of the Cleveland 
Electrical League, were the winners. 
Prior to 1933, the award has been 


The electrical industry lost an im- 
portant and infivential figure re- 
cently in the death of Frank Wells 
Hall, above, who was manager of 
the Construction Materials Division 
of the General Electric Company. 


> 


4 


Looks like a big 1936! Samuel E. 
Chul _ pr ident of the Cc 

wealth Utilities of Chicago, has just 
signed an order for 17 carloads of 
Gibson refrigerators. Seated left to 
right, Mr. Schulmon and L. E. Tauf- 
enbach, general sales manager for 
Gibson. Standing, left to right ore 
Sol Sweet, mid-western sales man- 
ager and C. J. Gibson, president 
of the Gibson Electric Refrigerator 
Corp. 





given to H. P. Liversidge of the 
Philadelphia Electric Company ; Thad- 
deus R. Beal of the Central Hudson 
Gas & Electric Company; Charles T. 
Hutchinson, late president of the Mc- 
Graw-Hill Company of California; 
H. H. Courtright, president of the 
Valley Electrical Supply Company of 
Fresno, Cal.; W. Winans Freeman, 
vice president, Columbia Gas & Elec- 
tric Corporation and J. Robert 
Crouse, president, Nizer Corp., De- 
troit. 


Nebraska Power Company 
sponsored a six-weeks lamp campaign 
recently which resulted in the sale of 
104,394 lamps worth $18,572. Over 
50 dealers participated in the cam- 
paign, sold 90 per cent of the lamps 
for cash and finished up with an aver- 
age wattage sold of 55.9. 


Hamilton Beach Company of 
Racine, Wis., have found business so 
good they are starting an addition to 
their plant—a 3-story brick buildin 
with 40,000 square feet of additional 
floor space, according to H. B. Rench, 
advertising manager. 


Wiring of houses and other farm 
buildings for electricity will be finan- 
ced by the Rural Electrification 
Administration in areas where rural 
line construction is making electricity 
available, according to an announce- 
ment by REA Administrator Morris 
L. Cooke. Financing of appliances, as 
heretofore, will continue under the 
direction of Electric Home and Farm 
Authority, which will operate in both 
rural and urban areas. Financial aid 
for wiring installations will be avail- 
able both along lines financed by REA 
and those built by private capital. 

In order to reduce overhead charges, 
REA will receive loan applications 


only through local sponsors who will 
group individual requests in order to 
secure the economies of large volume. 
Administrator Cooke points out that 
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“the cost of wiring can be reduced sub- 
stantially by cooperative action result- 
ing in a contractor wiring a hundred 
or more farmsteads under a single con- 
tract rather than bidding on each in- 
dividual farm.” 


Electric Home and Farm Au- 
thority has announced, in connection 
with its nation-wide program of ex- 
— that its financial facilities will 

available to the purchasers of the 
following additional domestic electrical 
appliances approved by the Corpora- 
tion, in territories served by utilities 
which are cooperating with the Cor- 
poration: 

Clothes Lroners 

Clothes washers and electric driers, 

domestic 

Cream Separators 

Electric Motors, home or farm 

Milk Coolers 

Vacuum Cleaners 

The foregoing appliances are in ad- 
dition to 

Refrigerators 

Ranges 

Water Heaters 

Water pumps— 

(deep and shallow wells) 
which have heretofore been financed 
by the Corporation. 






The city of Memphis, Tennessee, 
has signed a twenty-year contract with 
the Tennessee Valley Authority 


a 
The new electric kit- 
chen of the White 
House. 


for power from the TVA system. Cur- 
rent is expected to reach the city with- 
in nine or ten months. Contracts with 
other municipalities forming a loop 
through western Tennessee are under 
negotiation. 


Compactly assembled on the Texas 
Centennial Exposition grounds, 
when the Southwest's world’s fair 
opens June 6, will be the greatest 
electric lighting display on the con- 
tinent. 

A battery of 24 huge searchlights, 
will form the central unit of the 
$400,000 lighting system. These will 
be located on the top of the $1,200,- 
000 Hall of State, shedding 1,500,000 
candlepower. Floodlights, casting a 
constantly changing bath of color on 
the walls of the Exposition buildings, 
and unique pylon lighting will com- 
plete the system. 

William A. Webb, Exposition man- 
ager, said today that his engineers 
estimate a current consumption close 


The interior of the 
store of the Plainfield 
Motor Co., Plainfield, 
New Jersey. 


v 
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Distributors, dealers, utility officials and members of the Westingh Company's Re- 
frigeration Division, pose for their picture on the portico of the White House following 
an inspection of the electrical equipment recently installed in the kitchens of America’s 


Number One Home. 


v 


to 20,000,000 kilowatt hours, when 
the system is in full operation. . 

A preliminary order for 200,000 
bulbs, ranging from 7 to 10,000 watts, 
already placed, will be doubled be- 
fore the Exposition opens. 


Oil Burner Institute announces 
the election of the following compan- 
ies to membership in the Associate 
Division: Minneapolis Honeywell 
Regulator Co., Minneapolis, Minn. ; 
Preferred Utilities Mfg. Corp., 33 
West 60 St., N.Y.C.; Mercoid Cor- 
poration, 4201 Belmont Ave., Chica- 
go, Ill.; Eddington Metal Specialty 
Co., Eddington, Penna.; Penn Elec- 
tric Switch Co., Des Moines, Iowa. 


K. McInnis, Southeastern District 
Sales Manager for Fairbanks- 
Morse Home Appliances, Inc., 
announced the appointment of Gen- 
eral Auto Supply Company of Tam- 
pa, Florida, and the Railey-Milam, 


Inc., Miami, Florida, as exclusive 
distributor in southern Florida for the 
complete line of Fairbanks-Morse 
Home Appliances. 


The Emerson Electric Com- 
pany of St. Louis, Mo., have opened 
a branch sales office in Detroit, Mich., 
in the Stormfeltz-Loveley Building, 
Woodward and Grand Boulevard. 


The Fall Lamp Campaign, sponsor- 
ed by The Electrical Association 
of Philadelphia, with the coopera- 
tion of the three manufacturer mem- 
bers of the Association, namely Gen- 
eral Electric, Hygrade-Sylvania and 
Westinghouse went over the top with 
net sales of 1,410,848 lamps with a 
retail value of $210,000 during the 
31 days of the activity recently con- 
cluded. 

The total sales received from this 
campaign show an increase of ap- 
proximately 16% over the totals re- 


And here are the men that did the job! Led by Fred R. Cavers, sales manager, 
these lads mopped up in the big General Electric ‘‘Spotlight’’ campaign on home 
laundry equipment. The Plainfield Motor Company bought in carload lots and ex- 
ceeded quota by 841.7 per cent, according to J. K. Kay, in charge of home laundry 
promotion for GE. 


PAGE 59 








On the 


ceived similar activity con- 
ducted during the month of October, 
1934. 

The retail value of the lamps sold 
in this campaign, however, was slight- 


trom a 


R ECO R D continued 


proximately $500 to jobber salesmen 
for outstanding efforts and achieve- 
ment in connection with the campaign. 


ly less than the retail value of the Two companies that are doing a 
lamps sold in the two preceding cam- lot to further the interests of the in- 
paigns. This is due to a 20% price dustry in general through their adver- 


reduction on list prices ot lamps which 
became effective on April Ist, 1935. 

It is estimated that approximately 
23% of the total sales were made 
by dealers to industrial and commer 
cial establishments and the remaining 
sold to domestic customers. Ac 
this total of 
324,495 lamps were sold to industrial 
and 


/ 7% 
cording to estimate, a 
commercial establishments and 
1,086,353 lamps were sold for do 
mest 

A total of 1,457 retail agents lo 
cated in the Philadelphia metropolitan 
territory 


use 


registered as actively 


tising campaigns in consumer maga- 
zines are the Sunlight Electric 
Company of Warren, O., manufac- 
turers of motors for washing ma- 
chines. and the Belden Company, 
cord and rubber plug manufacturers 
who coined the word “Corditis’” to 
describe old, inferior or sub-standard 
cord. Sunlight’s campaign in Collier’s 
like that of the Lovell Company 
whose wringer advertising did much 
to publicize washing machines, is help- 
ing bring to the attention of the house- 
wife the benefits of home laundering 





The skill with which monvfocturers dramatize annual soles conventions is well 
exemplified by this shot from a skit of the Beldon Company's soles meetings. 
Written and directed by the Fensholt Company, advertising counsel, it shows o 


cleaner cord suffering from an attack of ‘‘Corditis’’ and about to be operated 
on by Belden cord engineers. 


par- as well as the intrinsic merits of equip- 
ticipating in the campaign. From this ment built into washers. And who in January include Barlow-Seelig, Electric Co.’s Construction Materials 
yroup, 372 report forms were return knows but what “C orditis may be- 


ed on which the activities of the deal 


ers were outlined consideration 
of the judges in the dealer prize con- 
test. From the total of 372 dealers 


who returned a report form, 52 prize 


tor 


winners were selected and recognition 
through honorable mention was given 
to ten others. 

Kor dealer who received a 
prize, the jobber salesman who called 


ear h 


come as popular a household word 
as “‘halitosis’’ ? 


The twelfth National Oil Burner 
Show will be held at Convention 
Hall, Detroit, Michigan, April 14 to 
18 inclusive, according to an an- 
nouncement by G. Harvey Porter, 
managing director of Oil Burner In- 


Barton, Blackstone, Coleman Lamp & 
M[fg., Domestic Industries, Getz, 
Holland-Reiger, Hurley, Norge, 
Sweeper-Vac, Gibson, Easy and De- 
troit Vapor Stove. 


Frank Wells Hall, who for the 
past 13 years was a prominent sales 
executive of the Merchandise Depart- 
ment of the General Electric Com- 


Division, vice-chairman of the execu- 
tive committee of this Company’s Mer- 
chandise Department, a director of the 
General Electric Supply Corporation, 
of the Trumbull Electric Manufac- 
turing Company, of the Monowatt 
Corporation, and of the Rigid Steel 
Conduit Association. He was also a 
prominent member of the National 
Electrical Manufacturers Association. 


pany, at Bridgeport, Conn., and who Ps. 
on the dealer received a prize equal stitute. Complete floor plans, with ex- was a progressive leader in the electri- A dividend of 20 cents per share was 
to one half of the amount of money hibit space subdivisions and prices, are cal industry for the past 40 years, died declared by the Board of Directors of 
awarded to the dealer for his (the available at the Institute’s headquar- on November 25th at his home in the General Electric Company, at 
jobber salesman’s) efforts in attempt- ters, 30 Rockefeller Plaza, New York 


ing to have such dealer aggressively 
selling lamps during the campaign 
period. 

Approximately $1000 in prize mo 


ney was awarded to dealers and ap 


Appliance manufacturers exhibiting 
at the Furniture Mart in Chicago 
during the show and exhibit to be held 


Stamford, Conn., following an illness 
of three weeks. He was 62. 

One of the most active and most 
respected men in the electrical selling 
field, Mr. Hall at the time of his death 
was manager of sales of the General 


its meeting December 6. The dividend 
will be payable January 25, 1936, to 
holders of common stock of the Com- 
pany of record at close of business 


hours, December 27, 1935. 
(Please turn to page 88) 
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EXPORTS OF APPLIANCES TO FOREIGN COUNTRIES AND U. S. POSSESSIONS 
78,752 : 46,341 21,254 31,406 39,798 10,322 27,124 12,063 937,415 
941 44,514 2,824 35,389 4,552 7,087 805 50,859 17,252 58,828 4,929 13,640 10,613 819,673 
1,209 56,968 2,391 40,159 8,764 14,102 160 11,284 16,244 44,800 5,101 11,607 10,504 885,002 
1,284 60,630 1,912 31,257 8,810 14,561 269 21,152 14,663 36,117 4,809 13,812 12,605 986,125 
1,363 63,437 861 13,723 1 12,059 18,174 102 5,311 14,574 40,760 3,675 11,335 10,664 884,137 
1,200 63,499 920 12,390 10,195 14,845 559 41,731 12,331 36,479 5,967 16,274 12,352 990,484 
1,211 52,836 1,553 23,473 7,165 12,094 146 8,397 13,938 31,849 5,025 17,707 15,045 1,159,577 
B83 44,577 1,959 27,465 13,537 19,478 256 20,037 15,372 40,197 5,337 12,080 11,447 821,329 
645 31,518 2,256 26,446 12,692 18,867 329 25,479 9,608 26,571 5,048 14,274 6,458 531,472 
605 31,636 1,004 16,137 7,151 12,539 338 23,536 9,149 26,290 2,766 9,521 6,673 545,068 
11,009 $528,367 18,476 $272.780 | 106,179 $163,153 4,551 $247,584 | 155,357 $408,820 52,979 $147,374 | 108,424 | $8,560,282 
1934 
639 40,533 1,035 19,354 7,935 12,130 572 45,405 19,575 50,407 5,037 9,527 7,425 582,556 
B66 49,028 2,212 30,001 11,109 18,530 250 16,813 22,910 56,654 3,610 10,395 10,262 872,968 
942 47,782 1,258 15,493 12,230 18,843 $42 26,839 19,415 45,553 6,660 15,506 10,953 762,608 
520 40,423 1,070 16,865 20,687 40,261 396 26,467 12.859 32,819 2,463 11,064 9,902 851,307 
826 45,319 1,105 17,039 10,984 16,987 640 37,750 9,192 25,299 1,725 5,808 11,892 1,037,778 
835 45,175 1,727 23,512 22,339 40,329 613 31,338 9,914 26,557 3,064 8,679 8,755 767,907 
581 40,365 1,583 26,930 8,903 14,183 236 16,977 6,048 18,874 1,632 4,054 9,908 837,033 
328 16,646 638 12,002 4,789 8,009 ifs 7,684 8,308 21,819 3,942 14,822 8,629 692,185 
672 35,633 1,151 17,604 5,323 9,250 206 15,952 8,305 23,948 2,278 5,784 8,904 753,356 
689 45,819 1,126 21,022 6,797 12,764 400 29,978 11,936 33,677 2,960 8,968 7,962 646,186 
576 27,853 1,049 19,033 2,894 5,250 Gol 10,414 7,860 19,285 1,455 4,461 5,167 401,445 
442 29,756 850 19,973 6,717 9,760 171 14,709 12,957 27,346 1,418 4,617 6,224 452,027 
7,916 $424,332 14,804 $238,828 | 120,707 $186,296 4,745 $280,326 | 149,279 $382,238 36,244 $103,685 | 105,983 | $8,657,356 
6Alt | 344,771 11,557 189,473 | 101,663 155,636 4,923 218,108 | 106,794 275,177 27,597 83,763 88,296 | 7,201,832 
a 
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From general sales manager of 

Easy, L. R. Boulware goes to Car- 

rier Engineering Corp., to become 

vice-president and general sales 
manager. 


McGraw - Hill 

At a meeting of the Board of Direc- 
tors of the McGraw-Hill Publishing 
Company, Inc., held on December 27, 
1935, James H. McGraw, the 
Founder of the Company and its head 
for more than fifty years, resigned as 
Chairman of the Board and was 
elected Honorary Chairman. He will 
remain as a member of the Board. 

James H. McGraw, Jr., who has 
been connected with the Company for 
the past twenty years, was elected 
Chairman of the Board. He has 
served as Treasurer and was Execu- 
tive Vice President and Vice Chair- 
man of the Board at the time of his 
election. 

Malcolm Muir, President of the 
Company since 1928, continues in 
that capacity. 


G-E Supply Corp. © 


W. Hayes Clarke, formerly assis- 
tant to R. J. Cordiner, manager of 
General Electric’s radio sales division, 
has been appointed manager of radio 
sales of the General Electric Supply 
Corporation, with headquarters at 
Bridgeport, Conn., and will report 
directly to J. L. Busey, president of 
the latter organization. 

Mr. Clarke is well known to mem- 
bers of the radio industry, having 
been in that field since 1922 when he 
joined the Atwater Kent Manufac- 
turing Company. From 1925 to 1930, 
he served as Atwater Kent metropoli- 
tan sales manager in New York City. 
On the formation of the RCA Radio- 
tron Company in 1930, he went to 
Chicago as district sales manager for 
that concern. In 1932, he joined E. B. 
Latham & Company in New York 
as manager of radio sales. 

Mr. Clarke became associated in 
1934 with General Electric’s Mer- 
chandise Department at Bridgeport 
where he served as assistant to the 
manager of the radio sales division, 
in charge of distribution until his 
present appointment. 


Foster 


N. H. Foster, radio service man- 
ager of the G-E Supply Corporation, 
Seattle, has been appointed radio field 
engineer for the radio sales division 
of General Electric Appliance and 
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C. R. Thorson is the new General 

Electric district manager for home 

laundry equipment in Minnesota, the 
Dakotas and the northwest. 


Ralph Leavenworth, general adver- 

tising manager of Westinghouse, has 

resigned to join Fuller, Smith & 
Ross, Cleveland agency. 





J. Fred Stephens has been appointed 

national sales promotion manager of 

the Apex Electrical Manufacturing 
Company, Cleveland. 


Merchandise Department, Bridgeport, 
Conn. His headquarters will be in 
Seattle and his territory will embrace 
Portland and Spokane. 


Westinghouse 

Ralph Leavenworth, general adver- 
tising manager of the Westinghouse 
Electric & Manufacturing Company, 
East Pittsburgh, has resigned, as of 
January 1, 1936, to join Fuller, 
Smith & Ross, Cleveland advertising 
agency. 

R. R. Davis, formerly assistant man- 
ager of the advertising department of 
Westinghouse Electric & Manufactur- 
ing Company at East Pittsburgh, Pa., 
will succeed Ralph Leavenworth, who 
has resigned as manager as of January 
1, 1936, according to announcement 
by N. G. Symonds, Vice President. 


Carrier Corp. 

L. R. Boulware, for the past ten 
years general sales manager of the Ea- 
sy Washing Machine Company, Syra- 
cuse, N. Y., has resigned to become 
vice-president and general sales man- 
ager of the Carrer Corporation, air 
conditioner manufacturers at Newark, 


N. 


Cutler-Hammer 

Cutler-Hammer, Inc., manufactur- 
ers of electric control apparatus, Mil- 
waukee, announces the advancement 
of G. S. Crane, sales manager, and 
W. C. Stevens, chief engineer, to vice- 
presidencies in charge of sales and en- 
gineering respectively. 








James H. McGraw, Jr., has been 

elected chairman of the board of the 

McGraw-Hill Publishing Company, 

succeeding James H. McGraw, Sr., 
resigned. 


Rex Cole 
E. H. Campbell has resigned his po- 
sition as sales promotion manager of 
Rex Cole, Inc., to become effective 
December 31st. His future plans will 
be announced later. 


Graybar 

J. D. Daly, formerly a Salesman at 
the Miller Company in Meriden, Con- 
necticut, has been appointed Sales 
Manager of the Hartford Office of 
the Graybar Electric Company. Mr. 
Daly came with Graybar in January, 
1934, as a salesman and quickly proved 
his fitness for a more responsible po- 
sition. 


G-E Construction Material Sales 

J. H. Crawford has been appointed 
successor to the late Frank W. Hall 
as manager of the construction materi- 
als sales division of the General Elec- 
tric Company’s Merchandise Depart- 
ment, Bridgeport, Conn., according to 
a recent announcement by Vice Presi- 
dent C. E. Wilson. 

Mr. Crawford was first employed 
by G. E. at Schenectady, in 1905. 
He was transfered to Bridgeport in 
1925, becoming manager of conduit 
sales in 1928 and assistant manager of 
the construction materials sales divi- 


sion in 1932. 


Gibson 
George H. Kiley, formerly eastern 
district sales manager for Grunow, has 
been appointed to an important posi- 
tion in the sales organization of the 


J. H. Crawford has been appointed 

manager of General Electric's Con- 

struction Materials Sales Division 
succeeding F. W. Hall, deceased. 


Gibson Electric Refrigerator Corpora- 
tion, Greenville, Mich., according to 
an announcement by Gibson execu- 
tives. Mr. Kiley will have charge of 
sales for New England states and the 
northern New York district. 


General Electric 


C. R. Thorson, formerly represent- 
ing General Electric Home Laundry 
Equipment in Philadelphia territory, 
has been appointed District Manager 
for the Appliance and Merchandise 
Department in the territory embracing 
Nebraska, Minnesota, North Dakota, 
South Dakota, Iowa and part of Wis- 
consin. 

Thorson has been five years with 
General Electric, and previously had 
been connected for six years with 
Altorfer Brothers in their Nebraska 
and Pennsylvania territories. 

Mr. Thorson will supervise sales 
in his new territory for all appliances 
merchandised from Bridgeport. 


Apex 


Appointment of J. Fred Stephens, 
Jr. advertising and sales promotion 
manager of the Apex-Rotarex Manu- 
facturing Company of Oakland, Cal., 
to be national sales promotion mana- 
ger for the concern’s parent organi- 
zation, the Apex Electrical Manufac- 
turing Company, of Cleveland, was 
announced recently by Apex officials. 

G. B. Schuyler, vice-president and 
general manager of the local corpora- 
tion, said Stephens’ promotion repre- 
sented national recognition of the suc- 
cess attained by the Apex organization 
on this coast and a desire to employ 
nationally methods worked out by 
Stephens here. 

“The active cooperation of the deal- 
ers which we have attained, and the 
success of newspaper advertising plans 
worked out by Stephens, have pushed 
Apex sales in the west up to about 
50 per cent above last year’s figures,” 
said Schuyler. “Naturally, the most 
convenient way of applying these me- 
thods throughout the country was to 
appoint Stephens to have national 
charge of the company’s advertising 
and sales promotion activities. He will 
divide his time between Oakland and 
Cleveland.” 
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No Other Refrigerator Has It! 


A feature that is the first genuine improve- 
ment for many years. 


No Other Refrigerator Has It! 


A feature that actually cuts operation bills. 


No Other Refrigerator Has It! 


A feature that was awarded Ist Prize as the 
most useful household invention by National 
Inventors’ Congress. 


No Other Refrigerator Has It! 


A feature with advantages so outstanding 
that every buyer can instantly see and under- 
stand them. 


No Other Refrigerator Has It! 


A feature that the entire refrigeration indus- 
try admitted to be a sensation. 


.No Other Refrigerator Has It! 


A feature that will boost YOUR 1936 refrig- 
erator profits. 


No Other Refrigerator Has It! 


A feature which is exclusive, yet combined 
with all other worthwhile refrigeration fea- 
tures in a cabinet of unexcelled beauty. 


--- Only the 
FAIRBANKS-MORSE 
Cfrigeraler WAS THE 


CONSERVADOR 





@ Investigate the Fairbanks-Morse Conservador Re- 
frigerator before you sign up for conventional lines. 
Get all the details about this marvelous invention. 
Write today for advance information to Fairbanks-Morse 
Home Appliances, Inc., 430 S. Green St., Chicago, Ill. 
Cable address—Fairmorse-Chicago. 









































PAGE 62 








Charles P. Golding, 


General Sales Manager, West- 
ern Massachusetts Companies 


PRINGFIELD, and especially the 
.) United Electric Light Company, 
a member of the Western Massachu- 
setts Companies, has been at the fore- 
front of many innovations in appliance 
merchandising. We are indebted to 
Mr. Charles P. Golding, general sales 
manager of the Western Massachu- 
setts Companies and to Mr. C. A. 
Miller, sales statistician, for the fol- 
lowing figures on the Springfield mar- 
ket. Springfield, it will, be recalled, 
was one of the first companies in the 
country to adopt the free wiring plan 
of promoting range sales. 

COMPARATIVE SALES 

The domestic customers in the 
Springfield territory, which is served 
by the United Electric Light Com- 
pany, number 47,122. 
Refrigerator sales, 1935: 3150*. 
Refrigerator sales, 1934: 2600. 


*Nor. & Dec. est. 
Range sales, 1935: 550-600**. 
Range sales, 1934: 500. 


*Dec. estimated 
Electrically operated furnace heater sales, 
1935: 78S* 


Electrically operated furnace heater sales, 
1934: 577. 


*Dec. estimated 
Saturation of electric ranges, 1935: 

7%. 

Saturation of refrigerators: 33%. 

Number of specialty distributors 
and specialty dealers in territory: 
Specialty Distributors: 3 
Specialty Dealers: 12. 

Rough estimate .of aggregate vol- 
ume of domestic electric appliance 
business in territory: $1,800,000.00. 

Basic market data on number of 
automobiles, etc., installed in this ter- 


ritory : 

VeReORGS cccccccescscesvces ..- 40,649 
Passenger Cars and Taxis....... 26,625 
ey Sr a 3,594 
GRE cctcscvestsedeieeeseeed tee 0,000 





A QUICK LOOK AT 
A $2,000,000 MARKET 


Domestic Rate Schedule Monthly : 
First 35 kw.-hrs. @ $.055 per kw.-hr. 
Next 6Skw.-hrs.@ .4 per kw.-hr. 
Next 100 kw.-hrs. @ .03 per kw.-hr. 

All Over 200 kw.-hrs. @ .025 per kw.-hr. 

On this basis, electric cooking hits 
the 3c step. 

ELECTRIC RANGE CAMPAIGNS 

The spring campaign ran for 8 
weeks, with a quota of 115. One hun- 
dred and thirty-nine sales were made ; 
or 121% of quota. 

The fall campaign, results not avail- 
able at time of writing carried a quota 
of 200—the largest quota in the history 
of their range campaigns—and from 
every indication quota was made, if 
not exceeded. 

The Building of Electrical Progress 
was opened to the public in September 
of last year. Since that time, the build- 
ing has been used extensively for the 
promotien of the use of electrical ap- 

liances. Cooking demonstrations are 
eld practically every week in the 
auditorium; the dealers invite their 
prospects to the schools, and the elec- 
tric company has a home economist 
who conducts the classes. 

Electrical appliances are on display 
in showrooms at all times—practical 
kitchen, practical laundry, ranges, re- 
frigerators, ironers, etc. ey also 
have commercial and industrial dis- 
plays; contractors’ and journeymen’s 
meetings, air-conditioning meetings, 


ec. °* 

Exhibited at the Eastern States Ex- 
position—largest exposition in New 
England—exhibited booth featuring 
the practical kitchen, with range, re- 
frigerator, and dishwasher sink. 

RANGE SELLING PRACTICES 

Co-operate with dealers only ; do not 
merchandise. Dealer contact men as- 
sist dealers to fullest extent possible. 

Electric ranges are installed free— 
allowance is approximately $55.00. 

Run missionary advertisements, 
chiefly on electric cooking. 

Average residential consumption an- 
nually—678 kilowatt-hours per cus- 
tomer. 

One department store and one elec- 
trical specialty store doing good jobs. 
Dealer situation is expected to improve 
considerably in 1936. 
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HE New York Power and Light 
Corporation, a subsidiary of the 
Niagara-Hudson Power Corporation, 
serves the cities of Albany, the State 
capitol, Troy, Schenectady, Glens 
Falls, Gloversville, Amsterdam, Hud- 
son and Saratoga, the horse-racing and 
health Paradise. 
The company serves about 163,000 
domestic meters. 
A comparison of major appliance 
sales for the years 1934 and 1935 show 
the following: 


1934 1935 

I cach kasadenes 763 2,000 

Refrigerators .......... 10,843 11,500 
ing caaesvedesed 

SS ic ccvsuanunee 8,275 7,500 

ee 10,411 11,500 


There are approximately 20 spe- 
cialty distributors of all types—radio, 
refrigeration, oil burners, laundry 
equipment and supplies and over 300 
dealers in the territory. 

A rough estimate of the total elec- 
trical ate a ve - bed terri- 
oy, —— usive of lighting— 


Electric rates vary in each com- 
munity but electric ranges may be sold 
on a 3-cent rate. 

The increase in electric range sales 
over last year is due entirely to the free 
wiring policy of the company. The 
dealers have tied in with advertising.. 

Relative to financing—The Economy 
Purchase Plan, parent of which is the 
Commercial Credit Company, is fea- 
tured. However, many other types of 
financing are used by the dealers from 
F.H.A., local banks, Morris Plan to 
other commercial institutions. 

The company will end the year with 
700 kw.-hr. average residence annual 
consumption. 

In the matter of percentage of sales 
of appliances sold by the various types 
of outlets, it is the guess of J. H 
Aernam of the company, that jaged- 
ture stores come first, specialty dealers 
second, department stores third and 
hardware stores fourth. 

About 25 per cent of the customers 
served by the company are in rural 
territories—that is, those not on the 
gas lines. There are about 6,000 farms 
in the territory. 

Relative to electric water heaters, 
the customer rents a strap-on type of 
unit for $1 a month and those rentals 
are very close to last year’s. Last year 
there are around and approxi- 
mately 200 factory-built jobs. 
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“THE CRADLE OF ELECTRIC HEAT” is 
the title of this picture. It represents a little 
sheet-iron building that stood down by the rail- 
road tracks in Evanston, Ill., back in 1906. 
Here, and then, it was that A. L. Marsh de- 
veloped the original nickel-chromium resistors, 
CHROMEL, through which the application of 
electric heat first became practical. Thus, the 
heating appliance industry and market had 
their inception here, through Chromel. . . . The 
fact of electric heat had been known for more 
than a century. But the practical use of 


that heat was impossible, because there was no 


satisfactory heating element alloy. Then 
with Chromel having more than 300 times 
the life of any other resistor being tried, 
this cleanest of all heat now became practi- 
cal and economical. In the past few years, 
the durability of Chromel has been more 
than doubled. This increased life gives 
added protection to the good-will of the 
priceless trade names entrusted to it. The 
device maker trusts Chromel, and we 
believe his confidence invites your faith, 
too, in devices that are Chromel equipped. 
Hoskins Manufacturing Co., Detroit, Mich. 


CHROMEL 









THAT MADE ELECTRIC HEAT POSSIBLE 
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The Use and Abuse of Statistics 


The accumulation, analysis, evaluation and 
weighting of statistics is, in the words of Abraham 
Lincoln, “pretty much like shoveling a bushel of 
{leas across a barn floor”. 

This issue of Electrical Merchandising contains 
many tabulations of statistics, with pie diagrams 
and other graphic dingbats to visualize them for 
the lazy and the busy. They represent thousands 
of man-hours of painstaking labor. They emanate 
from unimpeachable sources. They are as near 
to absolute truth as anything can be in this slip- 
shod world where so many men would rather 
guess than know. 

Statistics are an edged tool. Swing them wildly 
and you may cut off somebody's nose—probably 
your own. Use them skilifully and you can carve 
a cameo. 

Statistics are often scoffed at. “Figures don’t 
lice, but liars figure” is an old one. Perhaps the 
most biting was the comment of our friend, Syl 
Ryan, “If all the statisticians in the country were 
laid end to end—it would be a damned good 
thing’’. 

But—joking aside—statistics have their very im- 
portant place in all business planning. We recall 
the manufacturer of a face lotion which he called 
a balm. Unexpectedly attending church service he 
heard the clergyman intone, “There is no balm in 


Working To A Plan 


For a number of dreary years people have 
bought what they needed. They are now begin- 
ning to think about buying what they want. 
They haven't much money yet, but things are 
picking up and the electrical appliance merchant 
is getting his share of the pick-up. So let’s look 
at the future. 

One of our faults in the past has been piece- 
meal selling. We have seldom or never looked 
beyond the immediate sale, seldom or never con- 
sidered the customer's future needs or suscep- 
tibilities. We have viewed it that the customer 
wants a range or a refrigerator or an ironer. 
We have not sufficiently sensed the fact that the 
customer may want a range and a refrigerator 
and an ironer. We have completed the single 
sale, turned the installment collection routine over 
to a hard boiled and frequently nagging “credit 
manager’ (who seldom knows more about man- 
aging credit than he knows about managing a 
pint-measure of fleas) and have been satisfied if 
we did not have to repossess. “When this cus- 
tomer,” we have said in effect, “wants another 
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Gilead’’, and forthwith wired the Department of 
Commerce for statistics covering the balm market 
in Gilead. The department's reply saved this 
manufacturer the expense of sending a salesman 
to the River Jordan on what would have proved 
a fruitless search for non-existant balm orders. 
So, you see, statistics have their uses. 

They also have their abuses. Some merchants 
will observe that the saturation of electric flat- 
irons is 000 percent, and will thereupon decide 
that flatirons belong in the file marked “finished 
business”. In this connection we may be permitted 
to remind you that the nearest Henry Doherty 
ever came to apoplexy was when he discovered 
that the saturation of irons in Denver was 108 
percent. Well, the saturation of pants in this 
country is better than 300 percent—which doesn’t 
seem to worry the pantsmakers very much. The 
point we would make is that in America there 
is no such thing as saturation, and when you allow 
national averages to govern local merchandising 
operations you’re more likely to be wrong than 
right. 

These statistics of Electrical Merchandising are 
very accurate, very useful, and of high potential 
profit when judiciously mixed with a noodleful 
of keen brains. Per se they are not worth a 
tinker’s damn. 


appliance, let her go out and shop for it”. 

Which looks like shortsightedness to us. One 
appliance in the home inevitably leads to the de- 
sire for another appliance. Why not plan for 
those future sales? Why not look upon each cus- 
tomer as the potential mistress of a completely 
electrified home, plan ahead for her needs and 
wants, and be johnny-on-the-spot when her de- 
sires crystallize? It can be done. It is being done 
by a few far-sighted merchants. It ought to be 
done by more. 


Advertising 
is Merchandising 


Fads in ads! 

If your advertising doesn’t pull, it’s your own 
fault. All sincere advertising pulls. The kind that 
fails is the kind that deserves to fail. 

It may fail because it is stilted, unnatural or 


down-right silly. It sounds like the drivel del- 


ivered by radio announcers. If a salesman came 
into your office and talked like a radio announcer 
you would call a cop and have the poor lunatic 
locked up. Yet most advertising is like that— un- 
real, affected, insincere. Says Seymour Eaton, 
“Good advertising is nothing more nor less than 
good talk; the frank, honest kind that convin- 
ces”. Try it some day. 

Another fault is the me-too complex from 
which so many advertisers suffer. Let one ad- 
vertiser adopt a good idea and immediately the 
public prints are cluttered with imitations. We 
had the testimonial fad, now haply dead. One 
automobile manufacturer printed an ad showing 
his car falling down hill to dramatize its sturdi- 
ness, immediately half the cars in America start- 
ed falling down hill. Some manufacturer adopted 
the ancient scheme of having characters exchange 
dialogue in what they call “balloons”, and at 
once every advertiser, so it seemed, adopted the 
dialogue idea. 

Advertising is merchandising. It is saleman- 
ship on paper. Again quoting Seymour Eaton, “If 
you want to make an advertising hit all you need 
to do is talk to the reader of the newspaper just 
the same as you talk to a customer’’. 

Try it some day. You'll be surprised. 


Modernization 


A canvass of office and department buildings in 
143 cities scattered over the entire country was 
recently conducted by our contemporary, Build- 
ings and Building Management, and revealed a 
fact of prime importance to electrical merchants. 

That fact is that electrical appliances loom 
large in the modernization plans of building 
owners. 

As was to be expected, re-lighting was an im- 
portant item, but what a lot of us did not realize 
is that 18 percent of these modernization jobs 
are going in for air conditioning, 17 percent plan 
to buy refrigerators and water coolers, 15 per- 
cent want vacuum cleaners. What is more, this 
job of modernization is not “finished business”, 
82 percent of the office building owners and 95 
percent of the apartment building owners de- 
claring that their 1936 expenditures will be heavi- 
er than 1935's. 

Most of us have thought of building modern- 
ization in terms of store fronts, elevators and 
rehabilitation of plumbing. The fact is that these 
people are in the market for our type of merchan- 
dise. You might toddle around and sell them. 


Why? 


“Any man can win success with a three-letter 
word and a question mark,” said a man who 
amassed millions and enjoyed them coming and 
going. The word was— 

Why? 

Why do you buy the merchandise you do? 

Why do you advertise the way you do? 

Why is your store arranged the way it is? 

Why are your windows trimmed the way they 
are? 

Why in blazes are you in business anyway ? 

Ask yourself why and answer yourself honestly, 
and you will soon be buying more cash registers. 

Why will you buy more cash registers? 

Because you will be making more sales at more 
profit per dollar, and will be having a whole lot 
more fun doing it. 
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» | GENERAL ELECTRIC’S NEW 3 POINT PLAN 
FOR MORE LAMP PROFITS 


Here’s a brand new, streamlined 3-Point selling plan 
... geared to help G. E. MAZDA lamp agents make 
more profit in 1936! 











THEN — it’s up to you to complete the sale. Ask every customer to buy G. E. MAZDA lamps. 
Urge them to buy the proper lamps for each lighting need . . . see your jobber for. further 


details or write direct to General Electric Company, Dept. 166, Nela Park, Cleveland, Ohio. 
er 


ho 


“ VALUABLE BOOKLET YOURS FREE 


You bly never saw anything like this valuable new booklet that’s packed 
with honest, tested, selling experiences. It’s called, “You Can Do It Too”, 
and tells in short, pithy style the individual sales experiences of 47 Mazpa 
lamp agents. Clip the coupon and send for your free copy. 








--.- CLIP THIS COUPON 


Sales Promotion Dept. EM-1, 
Incandescent Lamp Dept., 
General Electric Co., Nela Park, Cleveland, Ohio. 


Gentlemen: 


GENERAL 46) ELECTRIC "Please send free of charge your booklet (Y-5151) “You Can Do It Too”. 


Name : ee 


: MAZDA LAMPS Sere Sse car 


Street siesta anaes 


‘ They slay brighler Congét City . ee 
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The flexible 


WILCOLATOR 


Sets a new standard in 


oven performance 











Already twelve prominent electric range 
manufacturers in the United States and 
Canada have adopted the liquid type 
WILCOLATOR as standard equipment. 

Developed and perfected by Wil- 
COLATOR it has set a new standard in 
electric oven performance. 

Simple to install, flexible in applica- 
tion and sensitive in operation it is ideal- 
ly suited to the modern electric range 
oven. 

There are no moving parts in the 
oven, insuring positive operation in- 
definitely. Oven capacity is not reduced 
and the heat control cannot be dam- 
aged by being accidentally hit by a 
utensil. 

Control dial can be located at the 
most convenient position to insure read- 
ability and convenient operation. 

The sturdy construction of the liquid 
type WILCOLATOR is reflected in its 
high capacity. A snap-action silver con- 
tact switch is used with a rating of 35 
amperes—125 volts, and 20 amperes— 
250 volts, A.C. only. Underwriters’ 
Laboratory approved. 

In addition to electric range ovens the 
flexible WILCOLATOR can be used on 
practically any application where the 
close control of temperature is desired. 

Write us for details. 


NEWARK 
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DETROIT-VAPOR 


WILCOLATOR 


COMPANY 


NEW JERSEY 








G. W. Weston, 


Secretary-Manager, Elec- 
trical and Radio Associa- 
tion of Kansas City 


EFRIGERATOR sales which 

have been going great guns in 
Kansas City for the past two or three 
years, took a slight slump in 1935. 
This was chiefly due to the fact that 
1934 was a record breaking year with 
21,665 refrigerators sold during the 
heat and drought that blanketed the 
area. But 18,000 refrigerators were 
sold in 1935 bringing total number in 
use up to 75,000 in the territory's 
125,000 wired homes. 

G. W. Weston, Secretary- Manager 
of the Electrical and Radio Association 
of Kansas City, figures that, in addi- 
tion, there are 90,000 washers owned, 
practically 100 per cent saturation of 
radio sets, 115,000 vacuum cleaners 
and 15,000 electric ranges. 

Dealer distribution on ranges is 
practically negligible, he reports, the 
Kansas City Power & Light Company 
doing the whole selling and renting 
job. One reason for their relatively 
high range saturation is the 2Y) cent 
cooking rate; the terms of five years 
to pay and the policy of renting ranges 
at $1.25 a month. 

Here are some of the other pertinent 
facts about the Kansas City market: 

The approximate sales in units for 
the past two years on major appli- 
ances is as follows: 


Where 75,000 refriger- 
ators have been sold 
to 125,000 customers 


1934 1935 
Refrigerators 21,665 18,000 
Radios 20,000 25,000 
Washers 5,000 5,000 
Cleaners 6,000 6,000 
Ranges 1,500 2,000 
Water Heaters 550 600 


The domestic electric appliance vol- 
ume in 1935 was about $5,000,000. 
Of this business, department stores 
got approximately 25 per cent, specialty 
electrical dealers 25 per cent, furni- 
ture stores 20 per cent, hardware and 
drug stores 15 per cent and the power 
company the remaining 15 per cent. 
There are about 100 specialty dealers 
in the territory and 15 specialty dis- 
tributors. 

The average residential consump- 
tion is close to 800 kilowatt-hours. 

The Kansas City Electrical and 
Radio Association is the medium 
around which many cooperative shows 
and exhibits have been held. They 
are also the clearing house for cook- 
ing schools and appliance campaign ac- 
tivities. In the spring of 1935, they 
spent $10,000 on a cooperative re- 
frigerator advertising campaign. 

Approximately 95 per cent of the 
domestic customers reside in urban 
territory. 

There are 133,400 phones in the 
territory and 82,000 automobiles. 
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L. W. Brainard 


Commercial Manager 
Idaho Power Company 


HE territory served by the 

Idaho Power Company cen- 

ters in Boise, running from 
Eastern Oregon across the southern 
portion of the state of Idaho. The 
company in 1935 served 38,601 do- 
mestic consumers, of whom about 74 
per cent are urban and 26 per cent 
rural. Approximately 60 per cent of 
all possible rural customers are reach- 
ed by electricity at this time. There 
are approximately 34,000 radios in use 
in the entire district and about 55,000 
automobiles, not including trucks. The 
average annual residential consump- 
tion of electricity in this district was 
1,250 kw.-hr. for 1935. 

There are 18 exclusively electrical 
dealers here and approximately 50 
electrical distributors represented. The 
total number of retail outlets hand- 
ling electrical goods is about 262, 
divided as follows: appliance stores, 
18; lamps and small appliances, 16; 
electrical contractors, 33; hardware 
stores, 70; chain stores, 11; music 
stores, 11; furniture stores, 35; de- 
partment stores, 23; plumbing shops, 
25; other dealers, 30. The aggregate 
volume of domestic electric appliance 
business done in this territory during 
1935 amounted to about $2,373,660, 
of which it may be said that the power 
company sold about 20 per cent, 
specialty dealers and hardware stores 
accounting for the major portion of 
the balance. 

Details of the sale of appliances by 
dealers and power company during 
1935 as compared with 1934 are giv- 
en in the following table: 





Equipment Sales Association. It has 
300 members and its work is divided 
under five bureaus, covering respec- 
tively refrigeration and cookery, table 
cookery, radio, Better Light and Bet- 
ter Sight, and home water supply sys- 
tems. Each of these bureaus has its 
own chairman and members affiliate 
themselves with one or more, accord- 
ing to their own business activities. 
Sales campaigns sponsored by the in- 
dividual groups are submitted for ap- 
proval to the central executive com- 
mittee arid details are then mailed to 
that portion of the membership con- 
cerned. Promotional advertising is run 
over the name of the Association, with 
tie-in dealer ads. For identification of 
members an Association emblem has 
been adopted for use in stores and ad- 
vertising. Billboard and bill stuffer 
advertising has frequently been run in 
the name of the Association and all 
cooperative shows are held under its 
auspices. The Association has also pur- 
chased block subscriptions for mem- 
bers to such national promotional 
papers as Electric Kitchen Times, 
Table Cookery Topics and Better 
Light-Better Sight News. A report of 
all electric appliances sold each month 
is sent regularly to headquarters of 
the Association by each of the dealer 
members, who in turn are furnished 
with a summary of all reports by dis- 
tricts and the total for the entire 
system. 

The power company in general has 
adopted a policy of fair competition 
and cooperation with dealers. Starting 
in 1930, dealer sales have been given 
credit on diversion quotas equally with 
sales by power company employees. A 
Code of Ethics for all power company 
employees calls for complete fairness 
in all dealer relations and in addition 
the company has announced a mer- 
chandising policy which lists fifteen 
definite “wills” and “will nots”, the 
substance of which can be summed up 
in the opening paragraph, which states 
that “the Company will endeavor at 
all times to so conduct its merchan- 
dising activities as to offer the great- 
est possible encouragement to other 
merchants and dealers in the sale of 
electricity energy consuming devices.” 
The program among other things 
promises no premiums or free mer 
chandise, no excessive trade-in allow- 
ances, no wiring except where no con- 


APPLIANCE SALES IDAHO POWER COMPANY AND 
DEALERS, WITH SATURATION 


19% 
INS 6c ccsccsdcccoceuces 2,743 
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Motor driven heating plants ..... 30S 


A cooperative organization of deal- 
ers selling electrical appliances in the 
towns and cities served by the Idaho 
Power Company has been formed 
which is known as the Electrical 


1935 Present 
Nov. & Dec. Saturation 
estimated) in Percentage 

5,801 we 
4,639 60* 

132 §® 

932 _- 
4,141 85* 
2,499 45 
1,212 14.4 

504 pasts 

*Estimated 


tractor is available, no sale of lighting 
fixtures, no rentals, loans or free 
trials, equal service on all appliances, 
whether sold by company or dealer, 
reduced prices only on obsolete, un- 
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seasonable or otherwise depreciated 
merchandise, and the use of special 
inducements to promote the sale of 
appliances in the case only of pioneer 
equipment. 

Electric ranges in this territory are 
past the pioneering stage and for that 
reason are merchandised in the same 
manner as other appliances. No free 
wiring or renting is done, although in 
one campaign of the past year the com- 
pany offered to absorb wiring costs 
above $25 on range installations for a 
limited period. Cooperative advertising 
is used to promote the sale of electric 
ranges, which is a year-round activity. 
Financing is handled through the F. 
H. A., commercial credit establish- 
ments and individual concerns, with 
a regular carrying charge. The power 
company has facilitated the work by 
a simplified program worked out 
through local banks, and aids in sec- 
tions where no banks are available by 
forwarding electrical dealers’ credit 
applications through its branch offices. 


brought in 185 more ranges, 16 water 
heaters and 34 refrigerators. In April 
a “Hot Pep” activity sold 189 ranges, 
449 refrigerators and 20 water heat- 
ers, with dishwashers, ironers and 
vacuum cleaners as auxiliary features. 
A home water systems campaign oc- 
cupied the months of May and June, 
selling on the side 357 water heaters 
for May, 469 for June, 235 and 296 
ranges respectively for the two months, 
and 1325 and 1296 refrigerators. 
There followed a “3-Aces” campaign, 
with water heaters as trumps, during 
which 105 water heaters, 203 ranges 
and 706 refrigerators found their way 
into customers’ homes. By a “Strike 
Hard” effort during the hot weather 
of August, the various divisions dis- 
posed of 79 water heaters, 154 ranges 
and 316 refrigerators, plus a number of 
table appliances. Completion of yearly 
quotas brought the next month’s ef- 
fort the honorary title of “Pure Vel- 
vet.” Ranges to the number of 174, 
101 water heaters and 247 refrigera- 


Where Range Saturation is Up to 
45 Per Cent and Dealers Sold §$2,- 
373,000 Worth of Appliances in ’35 


Early in the spring a cooperative 
range and refrigeration show is held 
in each of the four operating divisions 
of the power company. In the fall, 
cooperative cooking schools are put on 
in conjunction with newspapers, with 
all dealers of major electrical appli- 
ances participating. During 1935 a 
kitchen coach equipped as a model 
home has been displayed in towns and 
rural settlements, with dealer and 
utility advertising material passed out 
in shopping bags to the public as they 
pass through the coach. Since July, 
35,420 people have viewed this ex- 
hibit. This work is to be continued 
through 1936. 

Rates for lighting and cooking are 
based on the number of rooms in the 
home, with additional charges for con- 
nected motor load over 5 hp. A 
typical such rate starts at $2 for a 
4-room house, including 33 kw.-hr., 
with a charge of $.20 for each addi- 
tional room, including an additional 
5 kw.-hr. per room, $1 for each hp. 
of connected motor load above 5 hp., 
including 30 kw.-hr. per each excess 
hp., 3 cents for the next 35 kw.-hr., 
2, for the next 50, and 2 cents for 
all additional. The average charge per 
kw.-hr. to domestic users was 3.6 cents 
during 1935, rural and urban rates 
being the same. 

A “Start Right” campaign, running 
from Dec. 26 to Feb. 10, resulted in 
the sale of 279 washers, 74 ironers, 
and 124 vacuum cleaners. This was 
followed in February by a month’s 
Kitchen Modernization program, in 
the course of which 446 ranges, 403 
refrigerators and 41 water heaters 
were sold. A 2-weeks “Mop Up” 


tors were sold during September. Oc- 
tober added 122 ranges, 22 water 
heaters and 133 refrigerators to this 
record. During November a Better 
Light-Better Sight campaign was in- 
augurated for filling empty sockets, 
which had resulted by the end of the 
month in the sale of 64,667 mazda 
lamps, 154 table study lamps, 265 
floor study lamps, 267 all purpose 
lamps, 484 pin-it-ups, 892 Renu-a-lites 
and 177 yard lights. 

The company has a policy of com- 
plete employee participation in all 
sales efforts. In the past, sales by em- 
ployees other than salesmen have re- 
sulted in such figures as 15 per cent of 
all range sales, 20 per cent of re- 
frigerator sales, 23 per cent on wash- 
ers, ironers and vacuum cleaners, 10 
per cent on water heaters aad 21 per 
cent on other appliances. 


Won Hughes Award 


During 1934 the Idaho Power Com- 
pany won the George A. Hughes 
award for the greatest contribution 
to the advancement of electric cook- 
ery during that year. Not only has 
the high record of 43.53 per cent elec- 
tric range saturation been maintained 
during 1935, but it was actually 
raised to 45 per cent. And in this ter- 
ritory of large average kw.-hr. con- 
sumption per domestic consumer and 
of high appliance saturations, it is 
worth noting that the record has been 
attained without price cutting mer- 
chandising programs on the part of 
the power company and with dealers 
doing 80 per cent of the selling job. 
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A Review of New Products 











G-E Refrigerators 
General Electric Co., 
Specialty Appliance Sales Dw., 
Nela Park, Cleveland, O. 


Models: 3 \lines—Monitor top, Flatop 


and Liftop 


Capacities: Monitor Tops: M-5, 5.1 cu. 


fe; M-6, 6.4 cu. ft; M-7, 7.2 cu. ft; 
M-9, 9.6 cu. ft.; SM-66, 6.5 cu. ft.; 
Flatops: V-4, 4.3 cu. ft.; V-5, 5.2 cu. 
fe.2 V-7, 7 ew. ft. 


Spectal Features: Stainless steel doors on 


super-freezer which has been moved 
to center of cabinet in Monitor Top 
and Flatop lines. Features included 
in all new Monitor Top models are 
new modern design control with con- 
trol defrost position; stainless steel 
cooling unit and door; aluminum ice 
trays, tapered metal dividers or rub- 
ber grid; foot pedal door opener; ice 
tray release with hanger arrangement 
of door. M-5 replaces X-5. M-5, M-6 
equipped with glass chiller tray, white 
porcelain vegetable pan, automatic in 
terior light; M-6 also equipped with 
G-E water bottle; M-7 also equipped 
with 1 full sized flat wire shelf and 
2 full-sized sliding shelves; white por- 
celain interiors, bonderized exteriors. 
[M-9 equipped with set of glass 
dishes as standard equipment and 2 
vegetable drawers. 

Flatop features include aluminum 
ice trays, rubber cube divider, glass 
defrosting dish, vegetable pan, ice tray 
remover; Model V-5 equipped with 
G-E water bottle, foot pedal door 
opener, white porcelain pan that 
forms top of large vegetable drawer. 

Electric Merchandising, January, 
1936. 
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Onan Electric Plants 


D. W. Onan & Sons, 43 Royalston Avec., 


Minneapolis, Minn 


Device: New light-weight, 110 volt, 60 


cycle a.c. generating plants for cot 
tages, camps, summer homes, etc 


Description: Fully enclosed ; streamlined ; 


4-cycle engine, 1 h.p. operating at 
1800 r.p.m.; engine has magneto igni 
tion, float feed carburetor, governor, 
pressure lubrication through crank 
shaft to connecting rod; plant furn 
ished complete, ready to run; 350 
watt capacity.—Electrical Merchand 
ising, January, 1936. ° 
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Norge 
Air Conditioning Unit 


Norge Corp., Detroit, Mich. 


Device: Norge Fine-Air heating and 


conditioning unit. 


Description: Heats, cools, humidifies; 


cleanses air six times every hour; Unit 
consists of Norge Whirlator oil burn- 
er; adjustable hot water heater and 
air conditioning equipment which is 
constructed for use with ice, cold 
water, dehumidif ying coils or mechan- 
ical refrigeration accessories; cylin- 
drical furnace; can be installed in 
new or old homes; fully enclosed in 





modern, heavy enamel and chrome 
cabinet; heats a 12 to 15 room house; 
full volume of heat delivered within 
5 min. after starting in morning, the 
manufacturer claims; fan driven cir- 
culating of heated air distributes air 
evenly. — Electrical Merchandising, 
January, 1936. 
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Kontrol-Kord 


C. D. Wood Electric Co., Inc., 
26 Broadway, N. Y. 


Device: Remote Kontrol-Kord, makes it 


possible to turn on or off radio, lamp, 
fan, etc. 20 ft. away from device; a.c. 
or d.c. 


Price: $1.00.—Electrical Merchandising, 


January, 1936. 





Kelvinator 


Beverage Coolers 


Kelvinator Corp., Detroit, Mich. 


Models: BC-150 and VTC-46 standard 


models and 3 special models. 


Description: Newly designed roll top is 


feature-sliding top permits both lids to 
lie flush when closed, lids glide on 
rollers, eliminating hinges. 

BC-150, holds 150 six-oz. bottles; 
VTC coin device cooler, holds 46 six 
oz. bottles in coin device and 16 bot- 
tles in precooler. Special model BCW- 
90 combination beverage and water 
cooler, 90 six-oz. bottle capacity and 
from 3, to 5 gal. water per hr. Two 
other special models, a 23 bottle vend- 
ing cooler and a 90 bottle regular 
cooler complete line. Red finish with 
chrome metal trim and black base 
standard but white, green or other 
practical colors will be furnished on 
special order for carload lots.—Elec- 
trical Merchandising, January, 1936. 





Easy Washers 


Models: 1B, 1BP; 2B, 2MP. 
Description: Models 1B and 1BP equip- 


ped with new patented Easy Spirala- 
tor washing action, Easy Dual-Release 
Super-safety wringer which guards 
rolls from personal contact, throws 
rolls wide apart with push or pull and 
stops them preventing accidental re- 
starting; new harmony of design and 
color. 

Models 2B and 2BP equipped with 
new “Flexor” tub and new larger 
agitator with faster washing action; 
also equipped with  super-safety 
wringer. 

All models equipped with balloon 
wringer rolls; self-reversing drain- 
broard; safety switch to protect motor 
and switches; new holder for cord 
and plug. Models 1B and 2B with- 
out pump, 1BP and 2BP with pump.— 
Electrical Merchandising, January, 
1936. 





R&M Fans 


Robbins & Myers Inc., Springfield, O. 
Models: De Luxe quiet fan; R&M Cir- 


culators; R&M Jr. Ventilator; R&M 
Bucket Blade ventilators. 


Description: De Luxe 10 in. oscillating 


model equipped with quiet type blade, 
induction motor operates quietly on 
high speed making low speeds un- 
necessary; 2-tone finish—black and 
silver bronze; 100-120 volts a.c.; 33 
watts. 

Circulators, 20, 24 and 26 in. equip- 
ped with patented blade tip which in- 
creases air delivery, reduces current 
consumption and noise, the manufac- 
turers claim; aluminum blades; avail- 
able in 4 models, floor, wall, ceiling and 
bench ; special fan duty motors; swivel 
and hinge joint for adjusting direc- 
tion of air flow ; black enamel guards, 
motor and hase. 

R&M Jr. 8 in. portable ventilating 
fan, adjustable length fits any window 
from 23 to 36 in. 100-120 volts a.c.; 
35 watts. 

R&M Bucket Blade ventilating fans 
for heavy duty service; fully enclosed 
ball bearing type motor suitable for 
horizontal or vertical operation, avail- 
able in sizes 1834, 26% and 32 in. 
black baked enamel finish. Automatic 
shutters designed for use with bucket 
and flat blade ventilating fans are also 
available.—Electrical Merchandising, 
January, 1936. 


























































Iron Horse 


Battery Charger 
Altorfer Bros. Co., Peoria, Ill. 


Device: Johnson Iron Horse battery 


charger—small 7 ampere, 114 volt 
generator which can be installed on 
any ABC farm washer to charge bat- 
teries; connected by belt to extra con- 
venience wheel on Johnson Iron Horse 
engine with which ABC farm wash- 
ers are powered; charges batteries of 
radio, car, etc., with a fully loaded 
washer or when washer is empty and 
gear mechanism is in neutral; me- 
chanical governor on Iron Horse op- 
eraters throttle for either load. 


Price: Special 90-day offer has been ar- 


ranged whereby anyone buying ABC 
washer equipped with Johnson Iron 
Horse gasoline engine will be given 
certificate which entitles purchaser to 
a battery charger for $9.85; usual re- 
tail price $35.—Electrical Merchandis- 
ing, January, 1936. 
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Hotpoint Ranges 


Edison General Electric Appliance Co., 


5600 W. Taylor St., Chicago, Ill. 


Models: Dorian, Belmont, Stratford. 
Description: Dorian, designed with oven 


and table-top work surface in center, 
surface units on either side; new ar- 
rangement of switches and automatic 
temperature control; appliance outlet 
on switch panel; 3 surface burners 
and Thrift Cooker; white enamel fin- 
ish; flat sides and back for easy in- 
stallation as unit of modern ensemble. 
Belmont, full size family range; 3 
Calrod surface units and Thrift 
Cooker ; load-balancing switches with 
modern “tear-drop” buttons; newly 
styles handles on storage drawer and 
oven door; automatic temperature 
control at rear of cooking top; oven 
pilot light on switch panel; white 
porcelain enamel finish. 

Stratford deluxe table-top model 
equipped with large aluminum broiler 
pan with smokeless tray and rack; 3 
Hi-Speed Calrod surface units, Thrift 
Cooker, large warming compartment. 
Timer-clock optional equipment; 
Monel metal top and back splasher 
also available on special order and 
additional cost; white or cameo ivory 
porcelain enamel with French Gray 
molded Plaskon hardware with 


. ‘ . 
chrome inserts; porcelain enamel oven 


interior. 


Price: Dorian model will list for less 


than $100.—Electrical Merchandising, 
January, 1936. 
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Why are more and more manufacturers 
offering MONEL METAL work-tops 
. _ on their ranges?” 
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“ “Because Monel Metal is TROUBLE-PROOF!: 


del 
. “Hot pots and pans don’t affect it. 

a “It doesn’t permanently stain. 

nd “It has no coating to crack, chip, or peel off; it’s solid through and through. 
be “It is an alloy of two-thirds Nickel and one-third copper, so it cannot rust. 


ren 


“The bright gleaming appearance of Monel Metal is PERMANENT ... in 
fact, improves with use. This is proved in the experience of hotels, ships, and 
trains where Monel Metal equipment after 20 to 25 years of service still looks as 
bright as the day it was installed, or brighter.” 


ng, 






More and more the trend in modern kitchens is toward MONEL METAL 
work surfaces. This trend is furthered by advertising appearing throughout the oe 
nation on MONEL METAL sinks, counters, and ranges. enue Genes aca 
Be sure to have a representative selection of MONEL METAL-topped ranges two-thirds Nickel and one 
on display. They always attract attention and start sales. And they will more mined, smelted, refined, 
than pay their way on your showroom floor. gy Boe Binns Ae mr 
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Your community 
is full of live 


prospects for.. ———— 


BREEZO FANS 


The Breezo Market lies all around you. It’s a simple 
matter to spot it because there’s a prospect wherever 
there’s a need for comfort. 

The homes in your community — many of them your 
old customers — with kitchens, cellars, attics which can 
be made more livable through efficient, safe ventilation — 
institutions, offices, restaurants—these are but samples 
of the practically unlimited market waiting intensive 
sales effort. 

Are you going to pass it up or cash in on the potential 
profits it offers? 

Alert dealers are making money with Breezo Fans. You 
have the same oppofttunity, because with the Breezo com- 
plete line, you can meet every ventilating requirement. 

Installation is simple and there is practically no service 
hazard, because Breezo Fans are trouble free, efficient 
and quiet. You can push Breezo profitably. Write today 


for details, prices and discounts. 


BUFFALO FORGE Co. 


205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ontario 





Review 
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G-E Range 
General Electric Co., 
Specialty Appliance Sales Divw., 
Nela Park, Cleveland, O. 


Model: GE Speedster. 
Sizes: Floor space 36x23 in. overall 


height 401, in.; 36 in. to cooking top; 
oven 18x14x18 in. 


Description: New “Tripl-Oven” consist- 


ing of Super-Speed pastry oven, 
Super-Fast broiler with 2400 or 3600 
watts, equipped with smokeless broil- 
ing pan, roasting pan 5% greater 
capacity than standard 16 in. oven, 
the manufacturers claim; new G-E 
duplex Hi-speed Calrod oven unit 
with 1200, 2400 or 3600 watts; other 
features include sliding oven shelves, 
safety stop at rear; 3 Hi-speed Calrod 
surface units; new smooth-top, 6 qt. 
Thrift Cooker with reversible wire 
rack and pudding pan; automatic 
temperature control with pilot light; 
new type storage compartment; appli- 
ance outlet; modern table-top styling; 
white, all-porcelain finish, black and 
chrome trim.—Elecirical Merchandis- 
ing, January, 1936. 





Stewart-W arner 
Refrigerators 


Stewart-Warner Corp., 
1826 Diversey Pkwy., Chicago, Ill. 


Models: 7 De Luxe: 866, 866-P, 766, 


766-P, 666, 666-P, 566. 3 Master: 
656, 556, 456. 


Capacities: 866, 866-P, 8-1 cu. ft; 766, 


766-P, 7.4 cu. ft.; 666, 666-P, 6.3 cu. 
ft.; 566, 5.5 cu. ft. 


Special Features: “Sav-A-Step” a hing- 


ed rack which swings on hinges of its 
own in front of two center shelves, 
easily detachable for use at table is 
standard equipment on all models ex- 
cept 456; other De Luxe model fea- 
tures are “Slid-A-Tray”, a 4-piece 
revolving Kontanerette, and illumin- 
ated 11-pt. cold control. All models 
equipped with safety zone temperature 
control; Jumbo porcelain vegetable 
freshener and fruit basket; porcelain 
evaporator with reversible door; auto- 
matic interior light; Slo-Cycle twin 
cylinder compressor; porcelain interi- 
or, baked DuLux exterior, all models 
except 866-P, 766-P and 666-P which 
have porcelain exteriors. — Electrical 
Merchandising, January, 1936. 


Cord Set Display 
The National Electric Appliance Co., 
69 Gordon Ave., Providence, R. I. 

Device: “Endurance” cord set and dis- 
play. 

Description: 7Y, ft. Gold-Label 10,000 
cycle cord with Neaco grip rubber 
plug; individually boxed; wrapped in 
celophane; 10 sets in unit display with 
visible cord-set shown in center of 
display in a “seg thru” container; 1 yr. 
guarantee supported by insurance 
policies on each cord set. 

Price: 49c.—Electrical Merchandising, 
January, 1936. 





W estinghouse Casserole 
Westinghouse Electric 8 Mfg. Co., 
Mansfeld, O. 

Device: Electro-Speed Casserole. 

Description: 2-quart capacity; suitable 
for baked beans, roasts, vegetables, 
puddings, soups, etc.; gray enamel 
exterior encircled with chrome metal 
bands; porcelain enameled interior; 
easily detached chrome cover; cool 
wood handles; 330 watts high, 120 
watts low; detachable cord with spe- 
cial 2-way plug; a.c. or d.c. 

Price: $5.95.—Electrical Merchandising, 
January, 1936. 





Fingernail File & Polisher 
The Alliance Mfg. Co., Alliance, O. 
Device: “Maniqueen” nail file and pol- 

isher. 

Description: Trims and polishes finger- 
nails electrically; Induction motor, 
110-120 volts, a.c. only; no radio in- 
terference; equipped with nickle 
plated attachments and 12 extra 
emery discs for filing 1 renewable felt 
polisher attachment; Bakelite case, 
choice of 5 pastel shades, Plaskon 
finish. — Electrical Merchandising, 
January, 1936. 
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Crosley Heater 
Crosley Radio Corp., Cincinnati, O. 
Model: New model Temperator heater 

No. 502. 

Description: Thermostatic control au- 
tomatically turns heater on and off 
maintaining a constant temperature, 
shutting off current when not re- 
quired; metal grille at front and 
back protects heating coils and fan; 
case does not become too hot to touch; 
available in 2 colors—brown or green; 
10% in. high 7 in. wide 54% in. deep. 

Price: $7.50.—Electrical Merchandising, 
January, 1936. 





Abolite “Duo Move” 
Lighting System 
The Abolite Reflector Co., 
West Lafayette, O. 

Device: Industrial lighting system. 

Description: Permits one man to remove, 
relamp, clean and replace reflector 
from floor without disturbing machin 
ery or climbing ladder; can be re. 
moved from 30° off perpendicular and 
replaced from same angle; makes pos- 
sible cleaning program to maintain 
maximum delivery of foot-candles; 
slight push upward against 7 Ib. 
spring, a quarter turn to left disen- 
gages reflector and lamp from hood. 
Sure-lock method prevents any possi- 
bility of dropping, the manufacturers 
claim. — Electrical Merchandising, 
January, 1936. 





Stewart-W arner Radios 
Stewart-Warner Corporation, 
1826 Diversey Pkwy., Chicago, Ill. 

Models: 1421, 14235. 

Description: Ferrodyne 5-tube chassis de- 
signed for metal tubes; range of 525- 
1725 k.c., 530-540 k.c., 1600-1725 k.c. 
with second police band of 2300-2500 
on the 1700 band through operation of 
range switch; illuminated dial. 1421, 


table cabinet with off-center 54% in. 
dynamic speaker ; cabinet of American 
walnut with inlay of maple burl, 10 
in. high 154% in. wide. 

1425, console; 8 in. dynamic speak- 
er; cabinet of curly maple, American 
walnut and matched stump walnut. 

Price: 1421, $25.95; 1425, $39.95.—Elec- 
trical Merchandising, January, 1936. 





W estinghouse Clocks 

Models: Hermosa and Estrella. 

Description: Hermosa, round plate 
glass with mirrored hour indicators 
and mirror center; chrome hands and 
stand; manual starting; 5 in. high 
44, in. wide. 

Estrella, ultra-modern illuminated 
clock; square bevel plated glass, 
frosted hour indicators on black 
background; chrome hands; small 
lamp concealed in chromium base sup- 
plies illumination; manual-starting; 
6%, in. high, 55% in. wide. 

Prices: Hermosa, $6.50; Estrella, $9.95. 
—Electrical Merchandising, January, 
1936. 





Signal Ventilator 
Signal Electric Mfg. Co., 
Menominee, Mich. 

Device: Built-in type, automatic kitchen 

ventilator. 

Description: Telescopic design; adjus- 
table to wall thickness 7 to 13 in.; 
polished aluminum inside and outside 
frames; opening and closing door op- 
erates motor and shutters simultane- 
ously; 10 in. silent blade fan removes 
cooking odors, smoke, steam, etc.; 
available for a.c. or d.c.; a.c. type is 
non-radio interfering. — Electrical 
Merchandising, January, 1936. 
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G-E Radio 


General Electric Co., 


Appliance @ Mase. Depft., 
Bridgeport, Conn. 
Model: A-88. 


Description: New 8-tube radio and au- 
tomatic phonograph combination; 
equipped with metal tubes; 4-bands 
covering weather reports and Europ- 
ean long waves (140-410 k.c.) as well 
as standard broadcast and short-wave 
reception (540-19,500 k.c.); sliding- 
rule tuning scale; horizontally cali- 
brated; “sentry box”; “permaliner;” 
stabilized dynamic loudspeaker. 

Phonograph reproduction is hand- 
led through audio part of radio; au- 
tomatic record changer accommodates 
nine 10-in. or eight 12-in. records; 
has automatic stop for playing re- 
cords singly; other features include 
low-note compensation, automatic 
volume control; variable tone control. 
Hand-rubbed walnut cabinet, modern 
design; operates on 50-60 cycles, 105- 
130 volts; draws 150 watts.—Elec- 
trical Merchandising, January, 1936. 


v 
Jewel Lamp 


Jewel Incandescent Lamp Co., Inc., 

900 Passaic Ave., East Newark, N. J. 

Model: “Vibrex”. 

Description: Especially constructed to 
withstand severe vibration; wires 
which lead to each end of filament 
are tied to glass stem; available in 
clear, inside frosted and daylight 
blue, 110, 115, 120 and 125 volts; 
from 40 to 500 watts; medium or 
mogul base. 

Price: From 40c to $2.75.—Electrical 
Merchandising, January, 1936. 





Tec Furnace Feeder 
Taylor Equipment Co., 

1924 Westwood Ave., Cincinnati, O. 
Device: Tec automatic furnace feeder. 
Description: Portable—can be moved 

from house to house, can also be mov- 


ed from furnace door to coal pile to 


be filled; fits any size heating plant; 
for use with warm air, hot water, or 


steam heating units; feeds right 


amount of coal through feeder door 
on top of fire instead of underneath; 
no forced draft. 

Price: $225 installed. — Electrical Mer- 
chandising, January, 1936. 
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TEXTOLITE 
FUSE PLUG 
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HANDY-PULL ~ 
HEATER 
PLUG 


TRIPLE TAP 


HEATER 
CORD SET 
WITH 
UNBREAKABLE 

PLUG 


Put these “Little Fellers”’ to work for 
you. Every customer that enters your 
store needs them. They are used 
everywhere: in homes, stores, offices, 
factories. 


Make up a counter display of all these 
items: fuse plugs, heater cord sets, 
twin and triple taps, etc. They are 
attractively packaged . take up 
little space. 


You obtain even better results by 
using a massed window display in ad- 
dition to the counter display. These 
“Clever Little Fellers’” pull customers 
right into your store . - give you 
the opening to sell higher-priced ap- 
pliances . . . make possible TWO 
PROFITS. For complete information, 
see your G-E Merchandise Distributor 
or write Section D-1911, Merchandise 
Department, General Electric Com- 
pany, Bridgeport, Connecticut. 


*Reg. U. S. Pat. Off. 


GENERAL @ ELECTRIC 
WIRING DEVICES 


MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC COMPANY 
BRIDGEPORT, CONN. 
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oem “It's Made of Aluminum” is the selling sentence of 


1936. Appliance manufacturers are giving you the 
unique advantages of versatile Aleoa Aluminum to sell 
to a public which is decidedly Aluminum-minded. 

Successful dealers are selling more appliances this 
way: They point proudly to the Aluminum part and 
say, This part is made of Aluminum because it is light, 
and also because... 


Aleoa Aluminum always has an also, a plus value. 


Here are some examples for you to use: 


WASHING MACHINE AGITATORS Aluminum is light and will never rust. 





Review of 
New Products 











VACUUM CLEANER BODIES Aluminum is light and attractive in 


finish. 





ICE CUBE TRAYS AND GRIDS 


Lj Aluminum is light and freezes faster 


(carries off heat better). 





Aluminum is light and conducts 
heat better. 





FLAT IRON SOLE PLATES 





& 
WASHING MACHINE WRINGER FRAMES = Aluminum is light, strong, and will 
never rust. 
A 
“> 


SG lumi = 
WAFS MCAD OnIDs No uminum is light and cooks more 


evenly (distributes heat better). 





ELECTRIC RANGE UTENSHS "i te Aluminum is light and cooks more 
__J economically (distributes heat better). 











Various alloys of Aleoa Aluminum are used in casting and forming these 
various utensils and parts. The manufacturer uses Aleoa Aluminum 
because it gives the customer the ultimate in usefulness and economy. 
The selling sentence for 1936 is “It’s Made of Aluminum”. aLuMINUM 
COMPANY OF AMERICA, 2160 Gulf Building, Pittsburgh, Pennsylvania. 


ALUMINUM 








Barton Washers 
Models: New Barton Models for 1936 
are now ready for shipment. Six 
prices; $38.95 to $79.95 
Description: The three lowest price 
models are of the conventional design. 
In the three higher prices, the patent- 
ed Convoluted Tub with patented 
water action—“1710 Extra Water Cur- 
rents a Minute,” is featured. 

These extra water currents are ob- 
tained by the fifteen deep drawn water 
breakers in the tub wall. Fifteen extra 
jets with each half stroke of the agita- 
tor provides the 1710 extra currents a 
minute. — Electrical Merchandising, 
January, 1936. 


v 





AS 


Hexcel Humidifier 


Hexcel Radiator Co., Racine, Wis. 
Device: Portable humidifier. 
Description: Evaporates, circulates 1)/) 

pts. water per hour; capacity 142 

gal; filters air; 110 volt, 60 cycle a.c. 

motor; 500 watt element; copper; 12 

in. diam., 30 in. high; weighs 25 Ibs. 
Price: $39.75—Electrical Merchandising, 

January, 1936. _ 
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Silex Coffee Makers 
The Silex Co., Hartford, Conn. 
Device: New automatic control device 
located in cover for use on all electric 

glass coffee makers. 

Description: Automatic control device 
together with “quick-cooling” stove 
makes it possible to allow ground 
coffee and water to remain in contact 
the exact number of minutes to make 
perfect coffee. Automatic control avail- 
able as accessory for use with all 

electric Silex models. 

Prices: Automatic control cover sold 
separately $2.95; with coffee maker, 
additional charge $2.50; Model LE 
$2, illustrated, complete with auto- 
matic control, $12.45; Silex Jr. com- 
plete with automatic control and 
molded tray to match, $7.45.—Elec- 
trical Merchandising, January, 1936. 
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Kansas Proves 
Refrigerators 
Save Money 





(Costinued from page W) 


an electrical refrigerator is ahead each 
year $18.49 worth of time. Let’s re- 
capitulate. 


Cost of electrical refrigera- 

tion $37 
Saving on shopping time as 

compared to ice box owner. 

18.49 

Cost of operating electric re- 

frigerator per year 18. 
Cost of ice 

refrigeration per year 23.83 
Advantage in favor of 

electric refrigeration, 

per year $ 5.06 


Now if you want to rub it in on 
the old ice box, just remember this. 
In a town the size of Manhattan, 
10,136, most people have to take a 
bus downtown to shop. The fare is 
10c each way. If a housewife makes 
six shopping trips a week, she is spend- 
ing $62.40 a year on bus fare. If 
she has an electric refrigerator she 
makes two trips a week, she is only 
spending $20.80 a year on bus fare. 
In short, by clinging to her old ice 
box she is spending $41.60 a year more 
than if she had an electric refrigerator. 
This figure was not added in with the 
others because in many small towns 
one can walk to market and also some 
shopping trips even in larger towns 
are likely to be to neighborhood groc- 
ers. The figure won't hold all the 
time, but if your housewife does ride 
to market and does pay a 10c fare 
it is costing her some $46.66 a year 
to do without an electric refrigerator 
—provided, of course, she admits her 
time to be worth $15 a week. 

Now, not a word has been men- 
tioned about the convenience of elec- 
tric refrigeration. “The electric re- 
frigerator widened our menu,” de- 
clares Miss Geneva Johnson of Frank- 
fort, Kansas, a student. “We were 
able to have frozen desserts more of- 
ten and we could often have frozen 
salads. I was able to get a large rolled 
rib roast the day before cooking it and 
which I had as a roast one night and 
as meat en casserole another night. 
With an ice box we would have had 
to eat this up right away or it would 
have spoiled.” 

“The idea behind the two houses,” 
says Miss Gunselman, “is to give 
young women majoring in home econ- 
omics a chance to live together as a 
group and approach the problems in- 
volved in group living analytically. 
The thought is to permit them to 
approach each problem and discover 
what is needed or desirable and what 
is the most effective way of satisfying 
human relations. The equipment re- 
presents realities which will be faced 
in years after school is over. We are 
not stressing a study of electrical ap- 
pliances. However, if they show im- 
portance in family life, they will come 
in for their share of attention.” 
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J. O. PERRY 


~ ALIFORNIA refrigerator sales- 
C men are in the money this year. 
First, one of the salesmen for George 
Belsey in Los Angeles, won an Irish 
sweepstakes prize, and now, J. O. 
Perry, salesman for Valley Electrical 
Supply Co., smiles from his new Ford 
sedan, capital prize for salesmen in 
the General Electric sweepstakes sales 
contest. In the same nation-wide con- 
test, R. W. Downing of Valley Elec- 
tric won first prize among wholesale 
sales managers. 





W. B. BUTCHER 


T'S quite possible for a man to run 
| an appliance business and yet be a 
cracker-jack salesman himself. W. B. 
Butcher of Wapakoneta, O., is one 
of them. Last summer, for instance, 
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\Hall of K 


he took time off from the regular 
routine of running the shop to go out 
and sell, personally, 53 washing ma- 
chines (Speed Queen) in the space 
of 60 days. That's better than one 
machine a day for working days. His 
assistant R. F. Pauch sold 38 ma- 
chines in the same period. If more 
of the bosses went out on the firing 
line there might not be so much 
worrying about poor salesmen. And 
there would be more candidates for 
the Selling Hall of Fame. 





E. J. DESORMEAUX 


UST to show you that this A-sales- 

manship is not confined to young- 
sters in knee pants who eat bran for 
breakfast, we append the above shot 
of Mr. E. J. Desormeaux of Central 
Falls, Rhode Island. The photo, we 
hasten to explain, must be all of 30 
years old because Mr. Desormeaux 
is now 62 and is an appliance salesman 
of the Ballou, Johnson & Nichols 
Company at Providence, R. I. But 
when the Rhode Island Electrical 
League held a radio-electrical exposi- 
tion recently, Mr. Desormeaux led all 
the youngsters in washer and ironer 
sales (ABC) and the day after the 
show closed went round and closed 
eight washer sales from leads he had 
picked up. H. R. Tracy of the Ap- 
pliance Division of the company says 
he maintains a pace that few salesmen 
can match which, to us, means that 
he is hereby admitted to the Selling 
Hall of Fame. 


SANDERS 


HE following letter from Mr. 
Linwood Kight, general mer- 
chandise manager of the Potomac Edi- 
son Company at Hagerstown, Md., 
detailing the achievements of three 
prize-winners, is self-explanatory : 
Mr. George Sanders is our appli- 
ance salesman in the little town of 
Keyser, West Virginia where we op- 
erate the Potomac Light and Power 
Company. For the first ten months 
of this year Mr. Sanders has sold 101 
Frigidaires, 58 washers, 8 electric 
ranges, and 18 radios, a total sales 
volume of $22,270.67. On April 8, 
during our spring campaign, Mr. 
Sanders closed 9 Frigidaire sales with- 
in twenty-four hours. ree were 
closed after office hours, makin 
total of six sold since three o'clock 
that afternoon and three more were 
closed before ten o'clock the next 
morning for his total of nine. This 
was during zero weather and the 
ground was covered with six inches of 
snow when Mr. Sanders got these 
prospects on the dotted line. He is 
not only a campaign producer, but 
consistently turns in a nice volume of 
business as you will see from his ten- 
months record. There is no secret 
to his success, simply that he carefully 
plans his work and follows his plan, 
beginning each day on the previous 
night when he maps out his schedule. 
Next comes Mr. A.B. Dicks of our 


DICKS 











AND BRADFORD 


sales force at Cumberland, Maryland, 
who has been a Frigidaire sales leader 
for three years and consistently pro- 
duces about 25 washing machine sales 
a month during the washer season. 
Mr. Dicks has lead our property in so 
many campaigns that they are too 
numerous to mention here; suffice it 
to say that he has earned the largest 
commissions paid to any salesman on 
this property over a period of years. 

r. Dicks is an outstanding ex- 
ample of the efficacy of using users. 
Everybody in Cumberland knows him 
and thinks of him when they think of 
electrical appliances. 

Next comes Mr. James M. Brad- 
ford of the Romney district of the 
Potomac Light and Power Company 
at Romney, West Virginia. Mr. Brad- 
ford’s accomplishments this year have 
been particularly outstanding, he hav- 
ing sold nearly $24,000 worth of mer- 
chandise for the first ten months of 
this year on a little property of 1,000 
meters scattered through a rural ter- 
ritory more than 80 miles long. His 
sales record this year is 67 household 
Frigidaires, 7 commercial Frigidaires, 
38 electric ranges, 14 washers, 4 water 
heaters, and 9 radios. Mr. Bradford 
has had many years of experience in 
our business and his accomplishments 
are the result of knowing his job 
thoroughly and using every minute 
of time advantageously. 





THEODORE ECKERT 
OR selling the largest net cubic 


footage in electric refrigerator 
sales, Theodore Eckert, Leonard sales- 
man for the D. H. Holmes Company, 
Ltd., was awarded the $100 cash 
prize of the Electric Refrigeration As- 
sociation of New Orleans, in a recent 
sales contest. 

Approximately 150 sales people, re- 
presenting dealers handling all makes 
of electric refrigerators, participated 
in the contest. during 
three months were considered in. 
awarding the prize. 

Holmes company handles two 
makes of electric refrigerators, but 
Mr. Eckert sells only Leonards. He 
won the prize by being alert to every 
sales possibility and sticking with each 
prospect until one was sold. 


LEE GRIMM 


DISTRICT so small that it con- 

tains only 2926 potential custom- 
ers for electrical appliances might seem 
to offer few opportunities for a sales- 
man, but not for Lee Grimm, of the 
Elkins division of the Monongahela 
System, Fairmont, W. Va., who dur- 
ing a recent seven-weeks’ campaign 
sold twenty-five Easy washers and 
four Easy ironers for a total dollar 
volume of $2,145.50. His volume of 

units represented sales to 1 per 
cent of his potential customers. 

Not onty was Grimm's record out- 
standing in the Elkins division, the 
smallest in the Monongahela System 
territory, but it also placed him far 
ahead of the company’s 25 other sales- 
men in the campaign, both in high 
unit sales and dollar volume. 
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3 Meetings 
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Mr. Whitwell, at left, and Mr. Skinner, standing as 

citation for McGraw Award is read by Earl White- 
assistant vice-president of the MeGraw- 
ing Company. 





M. C. Morrow, Pennsylvania Power & Light, 
Hughes, Hotpoint, and George J. Reichert, Buffalo, Hee orb and 


ern Power Corp., Buffalo, caught looking over 1936 pros 
Hotpoint Convention in Chicago. 





Al Meyer, president of the Leo J. M makin 
Sen Francisco accepts the President's 

freatest gain in percentage of quota during 

is doing the congratulating. 
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LEFT—Meeting of the month at New York was the 
dinner, sponsored by the Edison Electric Institute 
and the I. E. S. to honor George Whitwell, vice-presi- 
dent of Philadelphia Electric and M. E. Skinner, as- 
sistant vice president of Niagara-Hudson, for their 
work in promoting Better Light-Better Sight. Recipi- 
ents of the James H. McGraw Award for Cooperation 
for 1935, they are shown at left with (left to right) 
Floyd Carlisle, Mr. Skinner, Thomas N. McCarter, 
p. S. of New Jersey; Mr. Whitwell, Frank W. Smith, 
New York Edison and Earl Whitehorne, McGraw-Hill 
Publishing Company. Other pictures below. 
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...at New York 








E. E. Potter of the Incandescent 
Department of General Electric 





As R. 1, Stewart- 
phe pee ny Poy 
he received congratulations. 


*® 


More smiles at the Norge Convention at Detroit: 
James A. “Jim” Stirling, advertising manager, Joho 
H. K vice president in charge of sales and H. H. 
Whittingham, assistant sales manager, agree its been 
@ great show. 







































































































How To Lacquer 


By William Toth 

Lacquering is an art quite as essen- 
tial to the complete refrigerator serv- 
icing shop as its wrenches. Small, 
medium or large spray outfits may be 
used, depending on the need of the 
individual. But in any instance, the 
nozzle of the spray gun selected 
should have changeable caps, one for 
producing a round spray and the other 
for producing a flat, fan-shaped spray 

Compressed air for the gun may 
be obtained from a belt-driven com- 
pressor and an electric motor. A pres- 
sure of about 20 pounds per square 
inch is the recommended maximum. 
A discarded compressor from a re- 
frigerator may be rigged up to com- 
press air and will do a fair job. The 
air can be stored in an empty refrig- 
erant drum. 

The round nozzle is used when 
working on flat surfaces and the flat 
nozzle for large surfaces. Each noz- 
zle should have adjustments which 
permit the operator to adjust the 
width of the spray and also. the 
amount of lacquer flowing through 
the valve. For small spots the spray 
should be cut down and, naturally, 
the volume and width of the spray 
should always be adjusted before the 
gun is pointed at the work. 

The spray gun should be handled 
as though a brush were being drawn 
over the surface. For large surfaces, 
long, even strokes are best, the trigger 
of the gun being released at the end 
of each stroke. When releasing the 
trigger point the gun away from the 
work to prevent a blast of air from 
the spray from marring the worked-on 
surface. Otherwise wrinkles may re- 
sult. 

In low pressure guns the spray 
should be held about 10 inches from 
the surface sprayed. If too close the 
lacquer will run. If too far away it 
will harden before striking the sur- 
face, producing a dull, dusty finish. 
If a dusty appearance is noticed 
around the outer area of the sprayed 
surface it can be made smooth by 
spraying a thin coat of lacquer thin- 
ner over the entire surface so that 
the lacquer already on the surface 
blends. The adjustment on the gun 
should be set so that the surface is 
barely moistened by the thinner. 

In applying a coat of lacquer, ad- 
just the nozzle in a position to pro- 
duce a vertical spray and work with 
horizontal strokes. Then adjust for 
horizontal spray and work with ver- 
tical strokes to make a criss-cross 
coat. For small spots the trigger 
should be operated in short spurts. 

Before using a gun which has been 
laid aside for a few minutes clean the 
slot at the nozzle by drawing a piece 
of cardboard through the slot to re- 
move dried lacquer. When through 
with the work put some thinner in the 
can on the gun and spray through the 
nozzle to remove lacquer. Then wipe 
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SERVICE 






DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


the gun with a cloth dampened in 
thinner. 

Where a lacquer patch does not 
match clean the remainder of the sur- 
face with naptha gas and sand the 
entire surface with wet or dry sand- 
paper. Then spray the entire surface 
with the lacquer on hand. When a 
lacquered surface has become yellow 
with age remove all lint from the sur- 
face with naptha gas and sandpaper. 
Then spray on a thin coat of thinner 
and follow up with a criss-cross coat 
of lacquer. Always work in a well- 
lighted room. 

Lacquer should be obtained from 
refrigerator manufacturers so that it 
will match. Never use automobile 
lacquer as it has a different con- 
sistency. 

Small scratches and chips can be 
repaired with a Number 2 pencil cam- 
el-hair brush. Apply lacquer thinned 
with about one-tenth thinner. Only a 
little material should be applied with 
the brush at a time. Use many thin 
coats until the surface is built up. 

To touch up a larger surface where 
the lacquer has been chipped in 
patches and where the undercoat is 
still intact clean the spot with a cloth 
moistened with naptha gas. Then fill 
the spot with lacquer, applying two or 
three coats with a brush so that the 
patch extends above the surrounding 
surface when it drys. Apply lacquer 
just to the edge of the patch and not 
over the undamaged surface. After an 
hour or so of drying dress the patched 
surface down with 8-0 wet or dry 
sandpaper. Where the surface is flat 
wrap the paper on a block of wood to 
make the dressing perfectly level. 
Working slowly and carefully, rub in 
straight lines, in one direction only, 
until the surface is level. Then polish 


by rubbing hard and fast with a damp 
cloth sprinkled with powdered Bon- 
Ami to get an even appearance. 
Finally clean with a soft cloth moist- 
ened in naptha gas. 

The complete lacquer kit should 


contain: 

A spray 

Two i cunt: hair brushes 
A 144 inch ox-hair brush 
Medium bristle wire brush 
3/4 inch glazing knife 


ry a 
0 = wet or dry sandpaper 
i So-mesh emery cloth 
© from ky med manufacturer 
Powdered Bon-Ami 
Clean cloths 


Cleaner Polishing and Bufhing 


By R. W. Secrest 

To efficiently polish and buff a 
cleaner it is necessary to have the fol- 
lowing equipment and materials, or 
their equiv jalents: 

ishing 
A myn A = i white buff 
en pe 
Whee, Roser 
The materials listed are available 
from most cleaner factories. 

The polishing wheel is used to re- 
move deep scratches from the casting. 
Four sections ot sewed buff are then 
used on the wheel to bring out the 
finish. Emery paste gives the polish- 
ing wheel a good cutting surface. 
Tripoli, a greasy compound, keeps the 
wheel from burning and also softens 
the cutting action so that the emery 
does not drag and leave streaks in 
the casting. It is used both on the 
polishing wheel and on the sewed buff 
wheel. White Diamond is used on 
the buffing wheel only, to bring out 
final finish. 


A new polishing wheel should be 


Vrenn= 






properly broken in before use on a 
cleaner. Place it on the spindle of the 
machine and soften its surface by ham- 
mering. Start up the wheel and apply 
emery paste while it is in motion. 
Then wear the emery down somewhat 
by holding a piece of steel to the 
wheel. This will eliminate the pos- 
sibility of the wheel leaving sharp 
emery marks in castings. 

It is necessary, when using the pol- 
ishing wheel on a casting, to keep it 
well lubricated with emery paste and 
a little cutting oil. Most any kind of 
cutting oil will do. Also use Tripoli. 
Poor lubrication of the wheel will 
result in deep emery scratches in the 
casting. These will be difficult to re- 
move and should be avoided. Be sure 
to finish each stroke up from the 
wheel, that is, pull the casting up as 
it comes off the wheel. 

While deep scratches and cuts are 
being polished out of castings small 
emery scratches are unavoidab bly made. 
These can be easily buffed out. You 
will not find it necessary to use the 
polishing wheel very often. The ma- 
jority of castings need only buffing. 

If the buffing wheel is not in bal- 
ance the buffing lathe will vibrate vio- 
lently. To overcome this loosen up 
the nut on the end of the spindle. 
Hold two of the buffs (four should 
be used at once as this gives ample 
surface) and give the remaining ones 
a half turn. Fighten the nut and try. 
If vibration persists loosen the nut 
again, hold two buffs and give the 
remainder a quarter turn. Repeat this 
process until the entire buff unit is in 
balance. 

The final operation, after thorough 
buffing, is the coloring operation. Use 
White Diamond and make sure the 
stroke is downward. Be sure the buff- 
ing wheel is free from Tripoli. We 
suggest that two wheels be used, one 
for Tripoli and the other for White 
Diamond. 

Castings must be cleaned thor- 
oughly after coloring. Take a little 
gasoline on a rag and remove the 
grease from the casting. Then dip a 
clean, dry rag in powdered Whiting, 
which may usually be purchased lo- 
cally, and rub it over the casting. 


Valve-Stem Thumbscrew 


By E. A. Wight 
Some servicemen still insist on us- 
ing pliers or a common wrench on the 
valve stems of refrigerators, with the 





result that the stems peel off and their 
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“It’s smart and profitable selling to 
emphasize the specific features of a 


household appliance, particularly 


>] 


of a refrigerator,’ 


profitable sales. 


HE question was: “Are women influenced by 
what you (the dealer) tell about the important 
parts and materials in the appliance?” 

The answer was overwhelmingly “Yes."’ 85°; 
of the dealers answering the question were positive. 
And they added, “‘Detailed knowledge of ‘built-in’ 
superiorities help to sell the prospect up to a higher 
price level.’’ And on refrigerators, along with one 
or two other appliances, the finish received more 
votes than any other accessory or part mentioned. 
This vote of the dealers on the importance of finish 
is confirmed by manufacturers, because more than 
85% of mechanical refrigerator makers are using 
DULUX on their 1936 models. 

Here’s an answer of vital importance. Du Pont 
DULUxX is a finish for refrigerators that has every 
advantage women want. And if women are inter- 
ested in the finish, you have a natural, strong selling 
argument. Why? 

Du Pont DULUX gives a super-white finish that 


stays white . . . resists yellowing . . . does not get 


"6 us vat orf 


is the report. 
And if DULUX finish is on the re- 


frigerator, it is still easier to close 
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gray or dark from dirt adhesion. There are no 
pockets in the film to which dirt can cling. 

Check other points for DULUX. Its exceptional 
resistance to scratching . . . to chipping and cracking 
. .. to moisture and corrosion . . . to softening and 
discoloration from household oils, greases and acids. 

No wonder that a finish like DULUX can help 
close sales. Du Pont chemists worked years to as- 
sure these advantages. Testing, checking and re- 
checking of the major properties of DULUX as- 
sured long-lasting, economical service beyond the 
dream of manufacturers a dozen years ago. 

Sell the finish of a refrigerator and take a long 
step toward selling the refrigerator. But the finish 
should be DULUX. To help you and your sales 
force, get a new booklet, ‘‘Selling Made Easier by 
DULUX.” There’s constructive sales information 
in it—enough to swing many a sale that seems to 
be held up. Write for as many booklets as you need 
in your store. Address E. I. du Pont de Nemours 
and Co., Inc., Finishes Division, Wilmington, Del. 
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DULUX 


A NEW SELLING FORCE 
ON REFRIGERATORS 


In the spring of 1933 a new finish for house- 
hold refrigerators first appeared. It was 
du Pont DULUX, a new and distinctly 
different chemical development. 

TODAY MORE THAN 85% OF ME- 
CHANICAL REFRIGERATOR MANU- 
FACTURERS ARE USING DULUX ON 
THEIR 1936 MODELS. 

Phenomenal? Yes. A record made pos- 
sible, however, because of recognition of 
DULUX as a super-organic finish by manu- 
facturers. And because of its acceptance by 
housewives as ‘““The Finish They Had Been 
Looking For . . . The Finish They Wanted.” 
Dealers capitalized on this and closed sale 
after sale. Just a tip for every manufacturer 
who has not used DULUX and every dealer 
who has not sold it. 








DU PONT ON THE AIR—Listen to “The Cavalcade of America” every Wednesday evening, 8:00 p. m., E. S. T., over Columbia Broadcasting System 
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IS YOUR 2 
BRUSH Vucenlord 2 


When your stock record reads: ‘‘50 brushes for 
4H. P. Model X Blank Motor”’ . . . you're sure 
of the 50 but are you sure they meet the service 
conditions for which that motor was built? 


Low specific resistance to give high 
torque combined with sufficient contact 
resistance to give good commutation is a 
necessary brush characteristic of the 
series A. C. motors used in food and 
drink mixers. Good commutation helps 
prevent excessive temperature rise. 


The torque and commutating characteris- 
tics mentioned above must also be present 
and remain constant in the brushes 
for the repulsion-start motors found 
in refrigeration service. These brushes 
must stand the shocks of frequent 
starting and be absolutely noiseless. 


—_ 


Fan motor brushes must each season re- 
move the dust and lint of winter storage 
from the commutator without wearing it. 
Tolerances on sizes must be close so the 
brushes won't bind in dirty holders. 


One make of washing machine motor 
using ring brushes probably outranks 
all others in number of applications. Its 
brushes must lubricate without ‘‘gum- 
ming’’ and withstand the vibration and 
end-thrust of the driven mechanism. 


The flush mica commutators of portable 
tool motors require carbon brushes with 
sufficient cleaning action to prevent 
“high mica’’ without commutator wear. 


The high contact resistance resulting 
from glazed commutators has an adverse 
effect on the suction value of vacuum 
cleaners. It is the job of the carbon 
brushes topreventany glazefromforming. 


Avoid ‘‘2 Faced’’ Inventories by Sending for 

Ohio Catalog 19B and the 64-Page Booklet 

‘The Brush Phase of Motor Maintenance.’”’ 
They’ re both free! 


THE OHIO CARBON COMPANY 


12508 BEREA RD. CLEVELAND, O. 
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ends become tapered. 

1 re-tin these tapered stems and 
sweat on a thumb-nut so that the 
valves may be easily opened or closed. 


Homemade “Oven” De-Hydrates 
Refrigerator Parts 


By A. A. Hincheliff 

One of the most important items in 
building a reputation for your re- 
frigeration department is the length 
of time the repaired box operates with- 
out trouble after you return it to the 
customer. This is especially true in 
the case of repairs to the compressor, 
condenser and evaporator, where the 
charge initially runs over ten dollars. 

The greatest guarantee of a job 
that will not require future servicing 
and adjustment is the cleanliness of 
the parts both before and after they 
have been reassembled. Factories guar- 
antee this condition by taking the 
piece of equipment and, while draw- 
ing a vacuum on it, bake it for sev- 
eral hours in an oven at high tem- 
perature. The average service depart- 
ment is satisfied to wash parts care- 
fully in carbon-tetrachloride or some 
other cleaning agent. 

In most cases, parts reassembled 
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after cleaning by this method perform 
satisfactorily but it is almost impos- 
sible to prevent at least a small 
amount of moisture from entering the 
system, which necessitates future ad- 
justment and sometimes causes serious 
trouble. 

We have recently installed an oven 
which, while its initial cost is extreme- 
ly low, works so efficiently that we 
believe every refrigerator repair shop 
should have one. We secured an old 
six cubic ft. electric refrigerator in 
trade, removed the evaporator and all 
the shelves, with the exception of one 
across the middle of the box. We re- 
paired the unit and ran a one-quarter 
inch suction line into the box. To the 
end of this line we attached several 
extensions and unions. 

Any piece of equipment that has 
been repaired is placed in this box 
and attached to the suction line. Dry 
heat is provided by the use of an or- 
dinary one-hole hot plate. Any elec- 
trical store usually has one of these 
in stock. If not, they can be obtained 
for a dollar or less at some outside 
appliance shop. 

With the heat turned on and the 
old unit drawing a vacuum you can 
repair or rebuild any piece of equip- 
ment with factory efficiency and 
greatly cut down the number of call- 


backs that so frequently cut into pro- 
fits. 


WHITE FIGURES INDICATE vi 

BLACK FIGURES !NDICATE PF 
DISPLACEMENT IN C 
MINUTE PER TON PER 2 
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TEMPERATURE 


BUTANE 


DICHLORO-TE TRAFLUORO 
HLORIDE 


ETHANE 











Greer College of Chicago developed this interesting 2%, by 61/2 
inch aluminum temperature-pressure table (both sides illustrated). 
An inch rule and centimeter rule appears on the edges of opposite sides. 
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MAKES and MODELS 


COLDSPOT (Refrigerator) 
Noisy operation . . . Check for loose 
tan blades. If found, remove con- 
denser shield. Loosen setscrew in fan 
hub and remove the fan. Place the 
tan hub on something flat and solid 


and hammer flare holding blades to 
hub, then replace the fan.—C. E. W. 


ITOTPOINT (Range) — Oven 
comes up to pre-heat temperature and 
then drops, elements failing to come 
up again. Check relay operat- 
ing contacts on thermostat. If con- 
tacts fail to close when the tempera- 
ture indicating arm drops away from 
the contact arm bend the flat spring 
of the moving contact slightly upward 
at the contact end. Check and adjust 
until the contacts open and close with 
a snappy action. If necessary, adjust 
the gap between the contacts by means 
of the setscrew on the stationary con- 


tact.— N.E.D. 


KELVINATOR (Refrigerator) 
Squeaking seals . . . Reverse direction 
of compressor rotation and add oil to 
the system if necessary to fill up the 
compressor. Add it slowly and do not 
run the machine too long or the oil 
will clog the evaporator. In extreme 
cases, where it is necessary to add 
much oil in order to remove the 
squeak, it will be necessary to drain 
excess oil to the proper level. 


NORGE (Refrigerator )—Freezing 
temperature OK in Rolator machines 
but motor runs 2/3 or all the time 
. .. Oil in compressor is probably get- 
ting to evaporator. Empty refrigerator 
and while it is running hold foot on 
mechanism to avoid slipping and tilt 
the box forward to fill the evaporator. 
Do this two or three times and the 
machine will again work correctly.— 


M.Z. 


SAVAGE (Washer) — Motor of 
pump models runs or smokes but ma- 
chine won't operate. . . . Check 
pump first. A small piece of cloth, a 
pin or other foreign body may be in 
the pump, jamming it, stalling the 
machine. Remove and check. If the 
machine has been run with the clutch 
slipping it will probably be necessary 
to put new fibre discs in the clutch. 
If it runs intermittently or seems to 
hesitate look for an aluminum worm 
shaft bearing that seizes or is out of 
line. Take the unit out of the ma- 
chine and replace the bearing with 
the new type cast iron short hub bear- 
ing. Clean out the mechanism and put 
in fresh oil. Use all new gaskets and 
shellac them when assembling ma- 


chine.—N.E.D. 


SUNBEAM (Mixer) Beaters 
won't turn on first speed. . . . Check 
and adjust the end thrust on the arm- 
ature by means of the adjusting screw 
and lock nut at the switch end of the 
mixer. If this does not remedy the 
trouble cut down the pressure of the 
carbon brushes on the armature by 
cutting down the brush springs or put- 
ting in weaker ones.—N.E.D. 















FOR CHRISTMAS 


The generous assistance we've had in 
these advertising endeavors from our 
friend X. Tracted Calorie left us no decent 
alternative in the matter of Christmas gifts. 
You can see from our awfully -candid- 
camera picture that X. is pleased no end 
with the watch we finally picked out. [ts a 
stop-watch, the ultimate yen of every self- 
respecting Calorie. 

Calories have no interest in the time of 
day. Their sole aim in life is to get out of 
the water as fast as they can, so Sir User 
can have his ice cubes pronto, or even 


quicker. When the lee Cube Tray is made 
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of Alcoa Aluminum, they break all records. 

X. Tracted Calorie often asks us why 
dealers don’t always point out this speed 
advantage of Aluminum Ice Cube Trays. We 
tell him it can’t be anything but oversight, 
because every dealer knows how much pros- 
pects are interested in what it costs to make 
as much ice as families use these days. 

The maker of your refrigerator uses Alumi- 
num for Trays and Grids to cut the cost 
of daily operation. Never let the prospect 
miss that point in his favor. ALUMINUM 
COMPANY OF AMERICA, 2160 Gulf Building, 


Pittsburgh, Pennsylvania. 


THE FIRST DUTY OF TRAYS tS TO FREEZE FAST - ECONOMICALLY 
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IDEAL 
MAGAZINE 


for selling electrical equip- 
ment to small town homes 





Household is the favorite monthly 
magazine in 1,850,000 small town 
homes — 87 per cent of which now 
have electricity. These Household 
families comprise the big, logical 
buying equipment market which 
you—and your manufacturers too 
— want to reach with sales mes- 
sages. Arthur Capper, Publisher, 
Topeka, Kansas. 

































_ 4) NEWEST... FINEST! 
R«zM MODEL 54 DE LUXE 


If a customer wants quality,showthis new large air volume without hum. 
R & M fan—-and it's a sale! It's a master- Two-tone finish is glossy black and sil- 








piece of modern styling by one of Amer- 
ica’s foremost designers, plus R & M 
ahead-of-the-times engineering and built- 
to-last construction 

Model 54 De Luxe is a 10-inch oscillat- 
ing fan, with powerful induction-type 
motor. New-design quiet blades deliver 


Robbins & Myers, Inc 
Springfield, Ohio 


. Founded 1878 
~ <a 


ver bronze, with bright plated guard... . 
Stock this pace-setting fan now, and 
breeze home with the quality-fan business 
in your territory. Your R & M wholesaler 
can supply you. The retail price, $14.45, 
is the same as that of the ordinary 10-inch 
quiet-type fan. 


The Robbins & Myers, Co., Ltd. 
Brantford, Ont. 





Robbins & Myers 
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FANS + MOTORS + HAND AND ELECTRIC HOISTS AND CRANES 









America’s Number One Electrified Home 


and an $8,650,000 Market for Appliances 





Joseph S. Bartlett, 
Managing Director, The Elec- 
tric Institute, Washington,D.C. 


MERICA’s Number One Home 
is in Washington, D. C.—The 
White House. It has recently been 
equipped with a complete electric 
kitchen. But that is only one of the 
jobs that the electrical industry has 
done during 1935. 4 
Basic data on the market for appli- 
ances and sales of ical equipment 
for 1935, reveal that refrigerators, 
electric ranges and oil burners are well 
over 1934 figures. Through the instru- 
mentality of the Electric Institute of 
Washington, the trade has arrived at a 
new conception of cooperative under- 
taking and the results have been trans- 
lated directly into sales. It is under 
the direction of Joseph S. Bartlett. 
Facts about the appliance business 
in Washington, D. C. include the fol- 
lowing: 
Domestic rate schedule of the Po- 
tomac Electric Power Co. (urban) : 
First 50 KWH-—3.9 
Next 50 KWH-3.1 
Next 100 KWH-—1.9 
In excess of 200 KWH—1.5 
Electric Range rate—1.9 
The Electric Institute of Washing- 
ton maintains a permanent display of 
all types of appliances sold in the 
Washington area. Well over $18,000 
in equipment is exhibited on its 15,000 
square feet of display space twelve 
months of the year. Periodically cam- 
paigns are carried on, occurring con- 
tinuously, at which time quotas are set 
and in every case during the past year 
expectations have been exceeded. 
Range selling plans include free wir- 
ing, cooperative advertising and financ- 
ing. 


Average residential consumption an- 
nually: 
1,001 KWH (12 months preced- 
ing Nov. 30, 1935). 
Types of retail outlets serving the 
major part of the public: 
Specialty Dealers—S0% 
Department Stores—40% 
Hardware Stores—2% 
Furniture Stores—8% 
Electric Utilities—None ; 
The number of wired homes in 
Greater Washington : 


100,000 wired homes. 
144,000 residence meters. 
Sales of refrigerators : 
1934— 12,338 
1935— 15,852 
Sales of electric ranges: 
194—971 
1935—(11 months) 2,042 
Sales of oil burners: 
1934—2,873 
 1935—4,706 
Estimated degree of saturation of 
major i : 
Ranges—S% 
Refrigerators —50% 
Washers —48% 
Radios— 9% 
Cleaners 600, 
The number of specialty distributors 
and specialty dealers in the territory : 
Specialty Distributors—16 


ty 
Specialty Dealers—94 
A rough estimate of the aggregate 
volume of electrical appliance business 
in the territory for 1935: 


1935— $8,650,000 


Basic market data on number of 
automobiles, radio sets, installed in 
Greater Washington: 


Automobiles— 145,807 pleasure 
cars (District of Columbia 
only) 

Radio Sets— 126,000 

Percentage of urban to rural cus- 
tomers shows 1% of 140,000 meters 
or 1400 in rural zones. 

About 92% of all retail electric ap- 
pliance outlets are members of the 
Electric Institute and naturally benefit 
from the cooperative programs carried 
on each month. 95% of electrical 
wholesalers are members of the Elec- 
tric Institute. 

re were 8 range dealers in 1933 
—there are 43 in 1935! 

The Electric Institute of Washing- 
ton opened its doors May 1, 1933 with 
a membership of 81. December, 1935 
membership is 142. Average monthly 
attendance—50,000. 
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C. E. Michel 


Soles Monager, 
Union Electric Light & Power Co., 
St. Lovis, Mo. 


URING the last two years, the 
use of residence electric service 
in greater St. Louis has increased over 
20%. The increase in the average use 
was more than double the increase in 
the nation as a whole and today stands 
30% above that of the nation as a 
whole. This may be attributed to ex- 
tensive appliance sales in the territory. 
Another measure of the effective- 
ness of the work being done is shown 
in the attached graph, giving the kilo- 
watt hour consumption of the resi- 
dential customers of the Union Elec- 
tric Light and Power Company for 
five years, and the changes in the 
characteristics of the yearly curve are 
conclusive evidence of the large volu- 
me of electric appliance business done 
in the territory. 

Much of this work has been done 
under the leadership of C. E. Michel 
of the Union Electric Light & Power 
Company and Counsellor of the Mer- 
chandising Sales Cooperative Commit- 
tee of the St. Louis Electrical Board 
of Trade. Carl H. Christine is secre- 
tary-manager of the Board. 

Further important data on the 
market for electrical appliances is cov- 
ered in the following figures: 

Number of wired homes (domestic 
customers 282,000) in the territory: 

Sales of refrigerators and ranges for 
1935 together with a comparison for 


1934: 
Year 193% Year 1935 
Refrigerators 30,166 35,000 est. 
Ranges 630 2,500 est. 
Estimated degree of saturation of 
major appliances: 


Refrigerators 00% 

ashers A% 
Cleaners 49% 
Ranges 235% 


The aioe of specialty distribu- 

tors and specialty dealers in territory: 
Distributors 40 
Dealers 686 
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Basic Market Data: 


Automobiles 325,000 
Radio Sets 200.000 
Telephones (Incl. Business) 217,000 


Domestic rate schedules: 

No special range rate. For smaller 
customers range consumption falls in 
2.5¢ step of rate, for larger customers 
in 2.5¢ and 1.5c step of rate. 

Campaigns completed during 1935 
with results in units: 

Cooperative refrigerator 

campaign 

Cooperative range cam- 


35,000 units 


paign 2,500 units 

Shows, exhibitions, cooking schools 
conducted: . 

No exclusive electric show or ex- 
hibition was given during 1935. 
Union Electric exhibits all makes of 
electric ranges on main sales floor for 
distributors, giving the name of deal- 
ers where each make of range may be 
purchased. Electric Cookery Council, 
a sub-organization of the Electrical 
Board of Trade, under the sponsor- 
ship of Union Electric conducts a 
cooking school. Electric cooking dem- 
onstration four times each week. 

Free wiring on ranges under dealer 
cooperative plan. 

Extensive cooperative advertising 
through daily press under name of 
“Electrical Contractors and Dealers 
of St. Louis”. 

Union Electric and dealers take 
care of own financing, however, Com- 
pany, for a slight charge will bill 
dealer sales on bills for service if 
dealer so desires. 

No rentals of ranges. 

Average residential consumption an- 
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+ tocontinue the mounting record of appli- 


The Great Sales Builders . 


ance selling . . . to continue the satisfactory service that popularizes the electrical way 


of doing things . . . must adhere to known values in the resistance alloys making up the 
heating elements. 
WITH EVERY ADVANCE IN THE APPLIANCE ART . . . THERE HAS 
ALWAYS BEEN A TYPE OF NICHROME TO ASSURE DEPENDABILITY. 


NARRISON.N.J--- -  .. . matersof NICHROME V. 








@ For 25 years — a 
Quarter Century — of 
continuous production 


CA DILLAC 


VACUUM CLEANER and improvement — 
* Pe ae the CADILLAC name 
has stood as a mark 
of Quality among 
VACUUM CLEANERS. 
@And TO-DAY 
CADILLAC is the out- 
standing value — with 
more improved fea- 
tures and real clean- 
ing efficiency for the 
prices of today. 


Have a part § in “CADILLACS great Silver 
Anniversary — Display and Talk the new 
Cadillac models—and share in CADILLAC’S 


Success this year... 
e e¢ National Magazine Advertising — New Window 
and Floor Displays—All kinds of Sale Helps—and 
a Model to suit every purse and purpose. Write 

today for facts. 


CLEMENTS MFG. CO.=Since 1911 


6650 S. Narragansett Ave. CHICAGO, ILL. 










PAGE 83 

















CHROMALOX 
SUPER-SPEED 
REPLACEMENT 
RANGE UNITS 





TWO-BURNERS-IN-ONE 


When cooking with a small! utensil, curn 
the switch to “‘Medium'’ and heat the in 
side burner onl Use both burners for 
large utensils The flat top of this unit 
gives widest area of contact with flat-bot 
tom utensils, hence extreme cooking speed 





“SPILL-OVERS”" CANNOT TOUCH 
THE RESISTANCE WIRES 


The protected wires of the Chromalox 
Uni are immune to “‘spill-over’’ damage 
Liquids drain off—spiiled seasoning is 
harmless 





THE EASIEST UNIT TO CLEAN 


A simple wiping off does the trick — no 
grooves or channels. No shock—the wires 
are insulated from the top 





HERE'S THE SECRET 


The wires are embedded in a refractory 
which is encased in corrosion-resistant 
metal and then compacted under hydrau- 
lic pressure. The famous Chromalox 
principle 


. and the detachable 
adaptor rings enable 
them to fit any range 


GET THE SALES CAMPAIGN BOOK— 
Mail this coupon with your letterhead 

EDWIN L. WIEGAND COMPANY 

7525 Thomas Bivd., Pittsburgh, Pa 


Without obligation, send us complete data 
about Chromalox Super-Speed Replace 
ment Range Units and how we can make 
money selling them 


Name 


Position 
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kw.-hr. and then to 2 cents for the 
remainder, with a minimum charge of 
$3 for the first 12 kw. connected 
load. 

The power company sponsored a 
number of campaigns, on which it is 
dificult to give complete reports, ow- 
ing to the fact that all merchandis- 
ing is carried on through dealers. A 
range cainpaign occupied the first part 
of 1935. Prior to this activity the 
average weekly sales of dealers had 
been about 50 ranges, but since the 
campaign the average has stepped up 
to a figure slightly in excess of 100 
ranges per week. 

During the spring of 1935 an elec- 
tric refrigerator campaign was in- 
augurated, which, over a three months 
period, resulted in the sale of 12,000 
units—more than double the sales of 
the previous year. In the months of 
July and August immediately follow- 
ing this campaign, records for the pre- 
vious year were also more than 
doubled. 

During August, September and 
October, another range and water 
heater Campaign was operated, which, 
although it did not apparently increase 
sales, held them to the high level es- 
tablished the first part of the year. 
This campaign was operated mainly as 
a training course for range salesmen, 
and the features of the campaign were 
mainly within the industry. 

The Southern California Edison 
Co. has just completed an ironer cam- 
paign, with a free towel offer as its 
main feature. Complete figures are 
not yet available, but practically all 
cooperating dealers have reported ex- 
cellent results. 

During 1935 the Edison company 
sponsored and participated in over 50 
three to four-day cooking schools in 
practically all of the major towns of 
its territory. These schools were held 
in theaters and over 70,000 persons at- 
tended. In addition the company par- 
ticipated in a number of special exhib- 
its in connection with local merchants’ 
shows, county fairs and fiestas. It 
also maintained a rather elaborate dis- 
play at the San Diego. Fair. 

All of the advertising done by the 
Southern California Edison Company 
is so constructed that the dealer may 
easily tie in with it. During the course 
of the year the company placed in ex- 
cess of 8,000 newspaper ads, about 
400 magazine ads and approximately 
1,500 billboard showings. They fur- 
nished distributors with five special 
window displays to tie-in with the 
five major campaigns. Over 300,000 
direct mail pieces were furnished dis- 
tributors for mailing to prospects dur- 
ing these special campaigns. Approxi- 
mately 3,750,000 monthly magazines 
were sent to customers with their bills. 

The general policy of the Southern 
California Edison Company is ex- 
pressed by H. C. Rice, merchandise 
manager, in the following words: 
“We believe that a united industry 
can accomplish our objective, and our 
aim has been to furnish the banner 
around which the industry might rally. 
We believe we have met with some 
measure of success, at least to war- 
rant our continuing and expanding 
this program.” 


FR 


MANUFACTURERS’ SALES HELPS 


To get this valuable material, circle 
the key number on the coupon and 
we'll pass on your request to the 
manufacturer — at NO COST TO 
YOU. 


Product Information 


HEATING, AIR CONDITIONING 


Lewis Air Conditioners, Inc., 
have available a new catalog booklet 
of their line including two new 
models. No. 1 


Servel, Inc. in a 48 page book, letter 
size, give comprehensive air condition- 
ing theory and practice as well as 
technical data in layman’s terms. The 
Servel line is also described. No. 2. 


Westinghouse issues an eight page, 
cellophane covered, air conditioning, 
brochure to help sell that new pros- 
pect of yours. No. 3. 


Combustioneer presents a catalog 
booklet describing its line of coal 
stokers and the dealer sales helps 
which are available. No. 4. 


RANGES 


Specifications on the “Dawn” and the 
“New Era’, new Hotpoint Ranges, 
have been issued in an attractive book- 
let by Edison General Electric 
Company. Hotpoint “Flat Top” 
Thrift Cooker. No. 5. 


CLEANERS & MIXERS 


Apex-Rotarex is giving a meaty 
booklet on selling vacuum cleaners. 
Featured are selling arguments and 
how to use them on reluctant pros- 


pects. No. 6. 
Descriptive catalog bulletin on The 


Royal Culinaire is offered by The 
P. A. Geier Company. No. 7. 


Hamilton Beach folder showing 
complete line. Gives specifications and 
prices. No. 8. 


REFRIGERATION 

The How and Why of Electric Re- 
frigeration’’ is the title of a new book- 
let with a fresh viewpoint on an old 


story.—By Westinghouse. No. 9. 
Burstein-Applebee Co. has just 


issued their new 1936 catalog of radio 
and electrical refrigeration lines and 
parts. No. 10 


PARTS AND MATERIALS 


How Porcelain Enamel Can Help 
You Sell More Profitably’—Armco. 
An informative booklet to give added 
power to your sales talk. No. I1. 


Interesting sales information on mold 
ed plastic trimmings, by Bakelite, is 
available to dealers. No. 12. 


Dealers planning electric kitchens wil! 
be interested in Decorative Micarta 
for interior finishes. Westinghouse 
Electric offers in a well gotten up 
folder: 1. 32 popular design colors and 
patterns; 2. Examples of uses; 3. 
Technical application data. No. 13. 


MISCELLANEOUS 


Eveready’s new Masterlite described 
in recent news bulletin from the 
manufacturers. No. 14. 


Stromberg-Carlson issues an inte: 
esting booklet “How to Choose a 
Radio”. Should be valuable to am 
dealer from the viewpoint of selling 
quality. No. 15 


Sales Helps 


Apex-Rotarex has an attractive win 
dow display piece depicting the idea 
of leisure hours for owners of elec- 
trical appliances. No. 16. 


Edison General Electric Co. pub- 
lishes a catalog of sales promotion 
material available on Hotpoint Ele 
tric waterheaters. No. 17. 


Electrol Incorporated has an effec- 
tive oil burner mailing piece for deal- 
ers use. No. 18 


One Minute Washer Co. has an 
attractive set of sales helps for dealers 
—Window Posters, Mats, Descriptive 
Booklets, Contest Literature. No. 19. 


Service Data 
The Ohio Electric Mfg. Co. of 


Cleveland offers dimensional data on 
various types of fractional size motors 
and standard frames. No. 20 


South Bend Lathe Works has « 
new booklet announcing their 1936 
9” lathe for service shops. No. 21. 


Sales Training 


Metropolitan Life Insurance Co. 
has a report on “Selecting Locations 
for Retail Stores— A Summary ot 
Practice’, which should be a part 0! 
every dealer's files. No. 22. 


Norge’s “Merchant Training Man 
ual” is a practical course in retail 
store management well worth the 
time and trouble to study. Every 


dealer should have it on file. No. 23. 
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GAS-ELECTRIC 
RANGE LIGHT 


No. 1841 
Pat. Pending 


Light can be shifted to any 
position on the range splash board 
or cabinet lid. The balance weight 
and convenient adjusting screw 
hold the lamp in a vertical - 
tion at all times. Furnish in 
White, Ivory or Black enamel, 
all with Chromium plated, syn- 
thetic porcelain lined shades. Suit- 
able for lamps up to 75 watt. 
Wired with 9-foot cord. Shipping 
weight 6Y, pounds. 


The Faries Range Light is truly a 
kitchen necessity. Any housewife will 
like it because of its beautiful design, 
its attractive appearance in the kitchen, 
its easy cleaning quality, and its full 
even light properly directed onto the 
stove areas. The Faries Range Light 
makes cooking easier for the cook does 
not work in ber own shadow. 








A 


Consistent 
Campaign 


in Electrical Mer- 
chandising will help 
increase your sales 
among the worth- 
while, profitable 
dealers of electrical 
appliances — just as 
it has done for many 
other alert manufac- 


turers. 


Start your advertising cam- 


paign in the February issue. 




















Here are the bunch that are doing a washer and ironer job at 
the Ada, Okla., store of the Oklahoma Tire and Supply Company. 


Laundry Profits Got 
These 4 Companies Going 





was to point out that they had now 
handled washers over a year with suc- 
cessive increases each month. 

“In business”, he added “you must 
retain an open mind and regardless of 
what has happened in the past, we 
believe washing machines offer an ex- 
cellent opportunity for profit at this 
time.” 

The Oklahoma Tire and Supply 
Company with headquarters in Tulsa 
and operating 40 tire and accessory 
stores throughout Oklahoma illustrate 
convincingly what specialty treatment 
will do in merchandising appliances. 
Amid surroundings somewhat foreign 
to the usual electric appliance picture, 
this well-known concern have succeed- 
ed in building an unusually high ap- 
pliance volume by treating it as a 
separate business. Using their various 
stores merely as headquarters they 
have thoroughly trained approximate- 
ly 175 outside salesmen, put a super- 
visor in charge of each ten men headed 
by a sales manager whose only duty 
is the merchandising of appliances and, 
in the short space of two years, built 
a volume that will exceed $1,000,000 


CONTINUED FROM PAGE 34 





in 1935, according to all estimates. 
Space will not permit other exam- 
ples showing washer activities in the 
south. However, the four companies 
mentioned above are not alone. In 
the states of Texas, Alabama, Ten- 
nessee and North Carolina manufac- 
turers report increased interest for 
washing and ironing machines. Pio- 
neer dealers with two or three years 
experience are devoting more time and 
money to washer promotion than ever 
before. The government through the 
E.H.F.A., F.H.A. and the R.E.A. 
have added impetus to their efforts. 
Many statisticians and business prog- 
nosticators agree that the south will 
see more development within the next 
few years than the preceding fifty. 
With washer merchandising on solid 
ground we are convinced that the sale 
of home laundry equipment will scale 
new heights in the southern states 
within the next few years. Sales re- 
cords to date prove beyond a doubt 
that already a goodly number of 
southern housewives share the sincere 
belief that for family washing 
“There's no place like home”. 


Low Saturation Decided 
This Aggressive Distributor 





spinner model washer, a delux square 
tub wringer model, a thermal tub 
washer, a table model ironer, and a 
small table for “getting the names on 
the dotted line”. 

Clare & Company are also sending 
their salesmen back to the people to 
whom they have sold laundry equip- 
ment recently and are arranging with 
these people to cooperate with them 
in home demonstration parties. The 
expense of these parties is borne by 
Clare & Company and the house- 
wives are remunerated for every pros- 
pect who is sold within 30 days. 
At a party of this nature held one 
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evening, attended by 32 people, five 
prospects were obtained and _ three 
sales of spinner models were made 
and one of the three bought a washer 
and an ironer. Incidentally, the cost 
of the party was under ten dollars. 

To celebrate their first 30 days in 
the laundry equipment business, and to 
get some much needed equipment, a 
telegram was dispatched to L. L. 
Shawber, Manager of Laundry 
Equipment Sales of Westinghouse, 
asking for their third carload order 
consisting of 50 spinner model wash- 
ers and 20 ironers. 

The South is washer minded. 











Good Selling 
Begins Here 


Photo taken at Electrical Testing 
Laboratories, showing 1.E.S. lamp 
. . then 


on test for certification . 


Lamp meeting specifications bears 
tag certifying conformance... . 
assurance to the buyer of good 
quality . . . good selling . . . and 
how: 


STATISTICS 


May 1934 - - Ist Tag 
June 1935 - - 500,000 
Nov. 1935 - - 931,000 


— still increasing 


Nearly a million certified lamps 
in a year and a half .. . all sales 
profitable sales . . . all sales sat- 
isfactory buys. 
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SERVICES 


PARTS anp 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum charge $4.00. (First line 
in small black face type). Fractions of a line count as a line. Discount of 10% if full pay- 





























ment is made in advance for 4 consecutive insertions of undisplayed ads. 
DISPLAYED RATE: 1 inch—$12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one coluinn. There 
are 4 columns — 48 inches to a page) 
cers ARMATURE 
Vacuum (leaner, Wash. Mach., Refrigerator Helts 
ew vacuum cleaner belt dixplay asortny ent. an hele REWINDING 
for all cleaners. Clearly mar Mer “4, vastly selec . 
omplete. KMetail value $. Transcont ine al her trie 
Con Sode W. Cermak Wd., Chiewso, Il Write for prices and catalog 
NEW ADS We Stock Vacuum Cleaner Parts 
New advertisements for the February issue of Electrical WILLMAN ELECTRIC Co. 
Merchandising should be received at our New York 


12506 Dexter, Detroit, Michigan 


wtice by January 27 








GOODRICH WRINGER ROLLS AND BELTS 


SELL FASTER - COST NO MORE 





WRITE FOR ILLUSTRATED CATALOG 
PURCHASE THIS NATIONALLY ADVERTISED MERCHANDISE 
FROM THE FOLLOWING SUCCESSFUL JOBBERS 


Central —~_ _ Supply Co. 


Park Electric Company 
Battie Creek, Michigan Me 


Twin City Wringer Roll” Co. 
Philadelphia, Penna. 


Minneapolis, Minn. 


Brown. Sonabetel Compony Phillips it Shop ) Cleaner Exchange 
Cincinnati, Ohio Supalien, sc. —_— = 7” 

Davis & Miller Elec. Supply Co. Port Huron Washing Mach. Co. y " 

Horrisburg, Penna. Port Huron, Michigan Wash Machine Parts & Sales 
Finch M facturing Co. Se St. Lowis, Missouri 


Washer Company 
Grand Rapids, Michigon Y. 
F. H. Kosemon 
Chippewa Folls, Wisc. 
H. Lone Electric Company 
Toledo, Ohio 
Luby's Vocuum Cleaner Exch. Cc. & Company 
Racine, Wisc. Chicago, Ill. 
Modern Household Soles Tweed Washer Company 
Cleveland, Ohio Des Moines, lowe 


E. 8. Williams, Inc. 
Schwegler Brothers Omaha, Nebr. 

» v. ©. C. Willis 
Clyde, Ohio 
Wynor-Hill Company 
Rochester, N. Y. 
A. H. Kittle 
San Francisco, Calif. 
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FAST SHIPPING SERVICE 
All orders shipped the some day from 
ovr lorge stock—No delays—No jobs 


100% hung up waiting for delivery 
ee 
ae ‘acess cat oaas 
the Dealer” 


& Worehouse CHICAGO, ILL... USA 


Sani 


Catalog 





UNDISPLAYED 
15 CENTS A WORD 


Mioimum charge $3.00 insertion. 
Positions Wanted (salaried employment only ) 
one-half the above rate. 

Discount of 10% for full payment in advance 
on 4 consecutive insertions. 

Box Numbers count as 10 words. 








SEARCHLIGHT 
SECTION 


— RATES — 


Classified Advertising of 


“OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS — MERCHANDISE 

DISPLAYED 


$8.00 PER INCH 


Spaces larger than 1 inch carn a lower rate 
per inch. 

Page Size—1i2 inches long—4 cols. wide—~i8 
ne © a page. 

New Advertisements received until the 15th 
for issue of following mont 














BORG WARNER SERVICE 
®@ Quality Parts and Accessories—for all types of domestic and 
commercial refrigeration—air conditioning.—It is important 
that you have a dependable source of supply—Ability to get 
parts and accessories quickly in any quantity—for all makes 
of units. 

BORG-WARNER answers this problem for you. Here is a 
wide-awake, aggressive, conscientious, far-reaching service. 
Send For Our NEW 100-Page Catalog—NOW! 
BORG-WARNER SERVICE PARTS COMPANY 

Division BORGC-W ARNER CORPORATION 


310 S. Michigan Avenue CHICAGO, ILL. 











PAGE 86 





POSITION VACANT 


SALES MANAGER WANTED by old established elec 
tric appliance manufacturer, Mut be capable of or 
ganizing and controlling sales force. No ——— 
will be given “inexperienced —ae ~—e 

but not com: Hlectrical 
Merchandising. 520 No Mich. Ave., ‘hice. 1. 


POSITION WANTED 


TEN YEARS succesful ean. Sales, Salex M 
agement. Irometion, Educa and Training. Write 
K.. Commer, 3448 kdwards a. Cincinnati, Ohio. 


EXECUTIVE expert position wanted by native born 
American whe has had long experience in export here 
and abroad. Speaks and writes Spanish, French, Por 
tuguese and German. Competent to take full charer 
Thorough experience and judament. Highest ref 
Sane and excellent past record. Available at 31 
552 Electrical Merchandising, 330 W 42nd St., N.Y.¢ 


| 


REPRESENTATIVE WANTED 
Canadian electrical oo wanted: A manufac 


priiances which have been approved hy the 
“Hydro Commission” are open for reliable Canadian 
tative on a straight commission basis. R. W 
ad = tical Merchandising, 330 West jind St.. New 
7 ¥. 





BUSINESS OPPORTUNITY 


SMALL COIL WINDING PLANT FOR SALE 
on gulf coast doing mail order business in three states; 
plant with five room furnished cottage and one acre, 
$5700 An unusual opportunity as owner wants to 
retire, Write Bex 974. Port Arthur, Texas 


WANTED 





ANYTHING within reason wanted in the field Elec 
trical Merchandising srvex can be located 

ing it to the attention of nds of men whose 
interest is awured because this is the business paper 
they reed 
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“Oldest Washer” (Contest 


Brings 
123 New Sales in 1 Month 





This is just a portion of the old washers traded-in during the contest staged 
by Franks Store, Fort Wayne, Ind. Shown in the picture are, left to right: 
E. M. McComb, of the Horton Mig. Company, Jock Frank, an executive of the 
Franks Store, and E. E. Wunder, manager of Franks Appliance Department. 


HUNDRED and twenty-three 
A new electric washers sold in one 

month’s time. That is the re- 
markable sales record set this sum- 
mer by the Appliance Department of 
Franks Dry Goods Store, Fort 
Wayne, Ind., by means of a unique 
“old washer trade-in contest”. The 
purpose of the contest was to round 
up every old washer in Fort Wayne 
by awarding a brand new Horton 
electric washer or ironer to the house- 
wife trading in the oldest electric 
washer during the contest. The Franks 
Store is the exclusive dealer for Hor- 
ton washers and ironers in Fort 
Wayne. The full trade-in allowance 
was made on every washer traded in, 
no matter how old or dilapidated its 
condition. 

The old washer contest idea was 
first started by the Franks Store in 
1934 when the firm established a rec- 
ord of 103 sales of new machines 
during a one month period. The re- 
sults of the campaign at that time 
were considered most pleasing and 
brought in so many prospective pur- 
chasers for other appliances who have 
since become good customers that it 
was decided to stage the campaign 
again this year. 

The results of the drive this year 
are doubly impressive when the price 
per unit of sale is compared with last 
year. The average sale during the 
1934 contest was for an amount 
slightly over $52, while the tendency 
this year was for higher priced wash- 
ing machines, the average sale price 
being a little over $71.00. On this 
basis the increase in volume of sales, 
according to value, is approximately 
41% on a turnover of only 21% 
more units than last year. It was 
pointed out by Mr. E. E. Wunder, 
head of the Appliance Department, 
that this is but another indication 
that prosperity is returning and that 
washing machine and electrical appli- 
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ance business is to be had by going 
after it in an aggressive, business- 
like way. 

“Considered from the standpoint 
of new washing machine business 
alone,” Mr. Wunder pointed out, 
“the drive has been eminently success- 
ful. However, we found that many of 
the washing machine prospects and 
customers were also in need of other 
equipment, such as radios, electric 
sweepers, ranges, lamps, etc. Not only 
did we increase our volume consider- 
ably in these lines during the month 
of the contest, but by careful handling 
we have acquired a goodly number of 
worthwhile prospects which should 
keep our sales force busy for some 


time to come.” 


And It Did 


So splendidly was the campaign 
running when the announced closing 
date rolled around that it was decid- 
ed to stage another contest to begin 
immediately, and awarding a new 
washer or ironer under almost the 
same conditions as prevailed in the 
first contest. This time, however, a 
lower priced Horton was featured, 
and the contest shortened to three 
weeks. Also the trade-in allowance 
was set at $15 instead of $30. 

sales made during the first 
few days of the repeat campaign more 
than justified the second contest and at 
the end of 3 weeks a tabulation show- 
ed a total of 98 more new Hortons 
sold at an average sale price of over 
$57. These results. are all the more 
remarkable in view of the shorter 
duration of the second contest and 
of the small promotion expense in- 
volved in repeating the campaign, for 
the momentum of the first effort car- 
ried over and made possible an effec- 
tive follow-up contest at a fraction 
of the ordinary cost for such an under- 
taking. 








SILENT BLADE FANS 
ypeatwre SIGNAL LINES 


Now a smart-looking fan line not only appealing in 
design but more serviceable than ever. These new fans 
are silent, as free from noise as modern engineering 
can make them. More air farther—evenly, smoothly, 
and quietly. Here’s a fan line that’s out in front. 
Write for new merchandising program. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Offices in principal cities 
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The Only 
lroner 
With Two 
Open Ends 














Easier 
to Sell! 


Of all the comments made by dealers concerning the Iron- 
rite Ironer, the one that they make most frequently is that 
the Ironrite is ‘the easiest of all ironers to sell.” 











Think this over! It explains why, in spite of the competi- 
tion of lower-priced ironers, dealers are selling more Iron- 
rites today than ever before. 


Write for Literature and Details of Dealer Plan. 


The Yrourite lroner Company 


38 Piquette Avenue Detroit, Michigan 
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The development of the electrical 
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CONTINUED FROM PAGE 60 











southern California into a united front 

































10-Year Sales and Retail Valve of Electrical Merchandise 2 products market in southern Califor- is to be the first step toward that end. 
: ; nia in anticipation of the arrival of Headquarters of the League have 
Now 21,204,354. Wired Homes—Refrigerator and Washer Sales Boulder Dam power is the objeet of been estabtished at 514 Chamber of 
By States 4 the newly formed Electrical Devel- Commerce Bldg., Los Angeles. 
Electrical Appli turati t opment League of Southern Ca- 
" vs e ace Saturation and the Replacement Market ; lifornia. The new organization is The appointment of the Sam 
Electrical Appliance Exports 60 sponsored by the Electric Club of Los Horne Company of Knoxville, Ten- 
Angeles, B. F. Woodward of the  nessee as exclusive distributorsof Fair- 
Southern California Edison Company banks-Morse radios, refrigerators and 
GENERAL MARKET SURVEY MATERIAL president, and is to be representative home laundry equipment has been 
; ; of every.branch of the electrical in- announced. This distributor's terri- 
Trend and Forecast in Appliance Selling 6 dustry. It will be administered by a tory will be serviced principally from 
Factors That Will Influence 1936 Buying Decisions — By John H Board of Trustees including manu- the Knoxville and Bristol, Tennessee 
Knopr 31 facturers, manufacturers’ representa- and Middlesboro, Kentucky offices of 
Ae: tives, wholesalers, retailers, electrical the Horne Organization. 
Air Conditioning — Up 61 Per Cent in 1935 23 contractors, power companies and city 
electrical departments. M. G. Sues B. T. Moyer, President of Air- 
of the Leo J. Meyberg Co. has been temp, Incorporated, a subsidiary of 
GEOGRAPHIC MARKET SURVEYS chosen president, W. H. Davie of Al- Chrysler Corporation, stated today 
to? lied Industries, Inc., vice-president, that the name of the New York 
Birmingham \4 and A. L. Stone of the Stone Electric metropolitan distributor has been 
Pittsburgh 15 Supply Co., secretary-treasurer. Acting changed from United Air Condition- 
k as general manager, to carry out the ing Sales Corporation to the Airtemp 
Milwaukee 2 program as outlined by the trustees, New York Sales Corporation, a whol- 
Philadelphia 42 will be F. L. Hockensmith, who for ly owned subsidiary of Airtemp, In- 
many years has been prominent in in- corporated. 
Boston 33 dustrial circles in southern California. 
Minneapolis 38 According to Mr. Sues, the idea be- B. S. Williams, formerly sales man- 
ayer hind the League is “to make the pro- ager of York Ice Machinery Corpora- 
os Angeres 48 motion and sale of electrical products tion, is Vice President and General 
San Francisco 49 a permanent and consistent program Manager of the Airtemp New York 
Southern Colifered to be participated in by every branch Sales Corporation, and &. H. Hass, 
SENS Eee 50 of the electrical industry.” The public who has been connected with Chrysler 
Denver 56 must be taught to “Buy Electric,” and Corporation for the past eleven years, 
& Loul the objective will be “to make south- “is Secretary and Treasurer. 
ees 83 ern California the most electrical area 
Kansas City 66 anywhere.” First contract to be closed by the 
Sprinafield Details of the program have not as Electric Home and Farm Author- 
Pring 62 yet been worked out, but it is an- ity since its reorganization is with the 
Washington, D. C. 82 nounced that the direction of activity city of Richmond, Indiana, which op- 
Alban 43 will be a drive toward consumers, in erates a municipal utility system. 
y an effort to increase their purchase of EHFA agrees to cooperate in financ- 
Idaho 67 electrical products and their consump- ing the sale of electrical appliances to 
Buffalo 54 tion of electric current. The regi- consumers of municipal current, fol- 
mentation of the 10,000 people con- lowing the same plan heretofore used 
nected with the electrical industry in in the Tennessee Valley area. 
GENERAL 
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By Laurence Wray 
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The Farmers Are Buying—By Frank B. Rae, Jr 17 
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lowest-cost, 
dependable 
refrigerator 


l can buy. 


uve got 


GENERAL @ ELECTRIC REFRIGERATORS 


TE NEW 1936 line of General 


Electric Refrigerators is ready. 


Here in one line you have everything 
that attracts refrigerator buyers. New 
beauty, mew convenience features, and 
the famous sealed -in-steel mechanism 
that has an unparalleled record for 
dependable performance at low cost. 


lt is a complete line—including Monitor 














‘l want beauty, style, 
and of course 

all the modern 
convenience 


features. 


ey, » 


pha thé 


IN THE NEW 


Top, Flatop, Liftop models, with prices 
to meet the demand of every market. 


Get an early start with this line that 
will be the leader in the biggest year 
electric refrigerators have yet known! 
No other refrigerator franchise offers 
you such quick, easy sales, great volume 
and net profit. General Electric Com- 
pany, Appliance and Merchandise Dept. 
Sec. DE1, Nela Park, Cleveland, Ohio. 
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Not Money... Not Machinery... Not Plant and Equipment, but 


MEN 


Steel and porcelain and copper are cold until touched and fash- 
ioned by men. But men have ideas and ideals. Men have 
ambitions and hopes. The history of American business is the 
history of men—men gathered together—working together— 
thinking together—happy with one another—inspired by what 
they can do for others—for themselves. 


Ey eee Se rt 


Big Things Are Happening at Kelvinator—Big Things 

Happened at Kelvinator—Big Things Will Happen at Kel 

—because men in the factory—men in the field—like wo 

and thinking, and growing and succeeding—with one ant 
Not money, not machinery, not 

plant and equipment—but men. 
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See the New Ke Ivi lake} | Or 


Your Next Refrigerator 
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